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THE NATIONAL NEWSPAPER OF MARKETING 


‘We Were Canned,’ Norman Says... 


BBDO, LaRoche Get 
More Revlon Business 


Y&R Gains and 


Maxon Loses as 
GE ‘Coordinates’ 


$3,000,000-Plus TV Set 
Account Leaves Maxon to 
Join Big Appliance Bloc 


SYRACUSE, Jan. 12—General 
Electric Co., which has been put- 
ting its house in order recently, 
did some rearranging in the agen- 
cy field this week: It transferred 
its $3,000,000-plus television set 
account from Maxon to Young & 
Rubicam, effective June 1. 

Sources at GE said the change 
was directly attributable to the re- 
organization of the company’s con- 
sumer products divisions, which 
was announced six weeks ago (AA, 
Dec. 5, 55). At that time the con- 
sumer electronics division of GE 
was split up and reassigned this 
way: 

TV sets went into a new appli- 
ance and tv receiver division (for- 
merly the major appliance divi- 
sion), headquartered in Louisville, 
and radio sets were assigned to a 
housewares and radio receiver di- 
vision (formerly the small appli- 
ance division), with headquarters 
in Bridgeport. 


= GE top management reportedly 
felt that advertising should be co- 
ordinated with this new setup, and 
that Y&R, which handles major 
appliances, should also have tv 
sets. As an argument for coordina- 
(Continued on Page 8) 
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THEME VARIATION—An All-American Pizza, with bacon—not sausage 
—and hot roll mix, is being pushed by Wilson & Co. and Pillsbury 
Mills with this ad in the Jan. 26 Life. The pizza will be stressed on 
the Arthur Godfrey and Art Linkletter shows Jan. 18 to Feb. 2. 


Magazine Ad Volume Hit $663,063,412 
Last Year, Up $57,162,377 from 1954 


New York, Jan. 12—Magazine 
advertising revenue hit a record 
$663,063,412 in 1955, up 9% from 
the $605,901,035 volume racked up 
in 1954, according to figures com- 
piled by Publishers Information 
Bureau and ADVERTISING AGE. 

The publications reported by 
Publishers Information Bureau 
show these figures: 

General magazines racked up 
$622,005,729 in 1955, against $565,- 
347,194 in ’54, up 10%. 

Farm magazines racked up $31,- 
388,804 in ’55, compared with $31,- 


Distribution Revolution in Next 10 Years 
Will Upset U.S. Economy: Leo Cherne 


New York, Jan. 10—“A revolu- 
tion in distribution is in the mak- 
ing which will be as upsetting to 
the U.S. as was the industrial 
revolution in Europe. 

“The economy of the next ten 
years offers no comfort to the small 
merchant or the cash-hungry in- 
dependent manufacturer. 

“The next decade will bring a 
climax to the trend toward bigness 
—in business, in government and 
in unionism.” 

These predictions were made to- 


Self Resigns as 
Ad Director of 
Schlitz Brewing 


MILWAUKEE, Jan, 13—Edwin B. 
Self, director of advertising for 
Jos. Schlitz Brewing Co., has re- 
signed. No successor has been se- 
lected as yet. 

Reports of the resignation were 
confirmed by Erwin C. Uihlein, 
brewery president. Mr. Self could 
not be reached for comment on 
his plans and reportedly has re- 
turned to a home he maintains in 


California. 


= The resignation ends Mr. Self’s 

second association with Schlitz. 

He was advertising director for 
(Continued on Page 8) 
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day by Leo Cherne, executive di- 
rector of the Research Institute of 
America, in his 14th annual New 
Year’s address before the Sales 
Executives Club of New York. 

The mounting pressure to dis- 
tribute all we can produce, Mr. 
Cherne said, will bring drastic 
changes in business and govern- 
ment. He warned that most busi- 
ness leaders are taking an unreal 
view of the future and its physical 
promise. 


s “The investment in automatic 
machinery,” he said, “will not per- 
mit the ebb and flow of manufac- 
turing in relation to sales. 

“Planning, the deadly word of 
the New Deal,” Mr. Cherne said, 
“will become the indispensable es- 
sential to an entire society under 
the pressure of enterprise which 
cannot stop.” 

Warning that we cannot rely on 
government alone to reverse re- 
cession and prevent the disaster of 
a depression, he said that “in the 
next decade the government will 
face the first clear test of its abil- 
ity to reverse the business cycle 
in an economy as vast as this has 
grown. 


® “No group has stopped to esti- 
mate the kind or amount of gov- 
ernment action this would take,” 
he said, and he questioned partic- 
ularly “the adequacy and timing 
of government action in a system 
which depends on 500 congress- 


(Continued on Page 4) 
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794,732 in °54, off 1%. The total 
of the two groups was $653,394,533, 
up from $597,141,926, a 9% in- 
crease. 

National newspaper supplements 
carried $65,887,358 in 1955, com- 
pared with $52,532,966 in 1954, 
and the group including the First 
Three Markets Group, New York 
Times Magazine and New York 
Mirror Magazine carried $18,556,- 
812 compared with $15,496,964 in 
1954. 

Nineteen publications that furn- 
ished their figures to ADVERTISING 
AGE showed a total ad revenue of 
$9,668,879 for 1955, compared with 
revenue of $8,759,109 for ’54. 


® Advertising revenues of 45 farm 
publications increased 7% in 1955, 
going from $20,890,097 to $22,441,- 
033. This compares with a 3.8% 
gain in ’54 over ’53, and a 1.6% 
gain in ’53 over ’52. 

Canadian and foreign magazines, 
28 of which responded to AA’s re- 
quest for revenue figures, regis- 
tered a healthy 13% gain in 1955, 
racking up total revenue of $33,- 
668,899 for the year, compared 
with $29,752,492 in °54. 

Among the major revenue car- 

(Continued on Page 69) 
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Revlon Denies That 
Commissions on Talent 
Caused Rift with Agency 


New York, Jan. 11—Commission 
on talent was a “subject of discus- 
sion” between Revlon and Norman, 
Craig & Kummel, but the client in- 
sisted today that it never was a 
subject of “finality.” 

The real reasons for dismissing 
the agency, according to George 
Abrams, Revlon ad director, were 
“neglect of service,” described as 
“a prime factor,” and the “conflict” 
between “The $64,000 Question” 
and Speidel’s “Big Surprise.” 


® Norman 8B. Norman, president of 
the agency and supervisor of the 
Revlon accouit, was in the client’s 
offices “three times in two months.” 
This “neglect” of the account, it 
was said, was reported to Mr. Nor- 
man’s staff, but “to no avail.” 

As for Speidel, Revlon said the 
agency accepted that account, 
which sponsors a quiz-giveaway 
Saturday nights, “without clearing 
it with us” and then went ahead 
after Revlon registered its objec- 
tions. 


® The Revlon official said the dis- 
puted talent commissions still may 
be paid to Norman, Craig & Kum- 
mel and that they will be paid to 
C. J. LaRoche & Co., which takes 
over “Appointment with Adven- 
ture,” the show over which the 
commission dispute started. 

James D. Webb, president of 

(Continued on Page 58) 


Norman, Craig & Kummel 
Helped Double Sales; 
Loses in Talent Dispute 


New York, Jan. 13—Revilon 
Inc. this week moved $3,500,000 
worth of its advertising out of the 
Norman, Craig & Kummel shop 
and awarded most of it to two of 
its other agencies—Batten, Barton, 
Durstine & Osborn and C. J. La- 
Roche & Co. 

The lion’s share, about $2,000,000, 
went to BBDO—the company’s 
phenomenal tv show, “The $64,000 
Question,” and the Revlon line of 
lipsticks, manicure products, eye 
makeup and liquid rouge. 

LaRoche will handle a “beefed 
up” and higher budgeted “Appoint- 
ment with Adventure” tv show, 
according to George Abrams, Rev- 
lon’s ad director. The Silicare por- 
tion of the account, which re- 
portedly bills about $750,000, is, 
as of today, unassigned. 


® One unusual facet of the agency 
switch was candor. “There wasn’t 
any of that ‘mutual agreement’ 
nonsense,” snapped Norman B. 
Norman, president of Norman, 
Craig & Kummel. “We were 
canned. We got 30 days’ notice, 
after seven years on the account.” 

The crux of the problem between 
Revlon and the agency was be- 
lieved to lie in that misty area— 
commission on talent. 

And the problem was aggravated 
by the arrival of George Abrams 
on the Revlon scene. Mr. Abrams 

(Continued on Page 58) 


Commerce Dept. Sees Newsprint 
Tightening Up as Ad Volume Soars 


WASHINGTON, Jan. 10—Com- 
merce Department officials told a 
House committee today that their 
studies offer little hope that the 
newsprint shortage will ease in the 
foreseeable -future. 


Last Minute News Flashes 


Palm Beach Leaves R&R, Seeks New Agency 
New York, Jan. 13—Palm Beach Co. has severed a 16-year relation- 


ship with Ruthrauff & Ryan because of 4 disagreement on advertising 
policy. The company has narrowed its selection of a new agency to 
two finalists. Charles Thompson, advertising manager, told AA Palm 
Beach wants to use more high-fashion appeal in future advertising. 


Burton Browne Gets P&T’s New Vodka 


New York, Jan. 13—Park & Tilford Distillers Corp.’s new Yar vod- 
ka, soon to be introduced, will be handled by Burton Browne Adver- 
tising, Chicago. The company’s Mr. Tilford whisky has been placed 
with Peck Advertising Agency. New campaigns are being prepared by 
Bryan Houston Inc. for P&T Private Stock and Kentucky Bred whis- 
kies. Emil Mogul Co., successor to Storm & Klein, will break new ad- 
vertising on P&T Reserve and Old Bond whiskies, Old Monastery 
brandy, Peychaud cordials, Harvey’s wines and sherries, and Heidseick 
Dry Monopole champagne. 


Multi-Million Dollar Push Launches Lever Detergent 


New York, Jan. 13—Lever Bros. will launch a new all-purpose 
detergent Jan. 20, which will be backed by a multi-million dollar sat- 
uration drive. The product is described as a blue liquid in a can. 
Batten, Barton, Durstine & Osborn will handle. 


(Additional News Flashes on Page 73) 


A 65-page statistical study by 
the forest products division of the 
department’s business and defense 
services administration foresaw a 
33% increase in newspaper adver- 
tising linage by 1965, with little 
possibility that the domestic or 
foreign newsprint industry will ex- 
pand sufficiently to provide more 
than the minimum amount of pa- 
per required by the U. S. publish- 
ing industry. 

Outlining the contents of the 
report during testimony before the 
newsprint subcommittee of the 
House interstate and foreign com- 
merce committee, Donald Shook, 
deputy director of the division, 
saw no possibility of any relief in 
the next two years. While U.S. 
mills already have increased their 
capacity by nearly 500,000 tons 
since 1950, and will add another 
500,000 tons by 1958, expansion 
plans of the domestic and Cana- 
dian industry are uncertain be- 
yond 1958, he said. 


® The report observed, “If there 
is a point of diminishing returns 
in newspaper size, it has not been 
discovered. 
“Newspapers perform two major 
functions or services,” the report 
(Continued on Page 18) 
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Simon Discusses Anti-Trust Suit and 


Agency Legal Status in Legal Guide 


New York, Jan. 12—“The law 
of advertising and marketing is a 
vast and deceptive morass,” says 
Morton J. Simon in the introduc- 
tion to his “The Law for Adver- 
tising and Marketing.” And in 


Underwood Shifts 
Typewriters, Adding 
Machines to Esty 


New York, Jan. 11—Underwood 
Corp. has appointed William Esty 
Co. to handle advertising for its 
electric and standard typewriters 
and Sundstrand adding machines. 

Brooke, Smith, French & Dor- 


rance, which has been handling the 
entire Underwood account for the 
past year, will continue as the 
agency for portable typewriters, 
electronic computers and other 
Underwood business machines. | 
Underwood typewriter advertis- 
ing was handled for many years by 
Marschalk & Pratt, which merged 
with McCann-~Erickson at the end 
of 1954. Marschalk & Pratt had to 
resign the account then because of 
a conflict with National Cash 
Register Co., a McCann client. 
Addition of the Underwood busi- 
ness lengthens the Esty account 
roster to eight and introduces a bit 
of diversification in the shop. All 


600-odd close-packed pages he 
documents his thesis fully. 

The newest discussion of adver- 
tising and marketing law is the 
product of a Philadelphia lawyer 
who has become well known in 
recent years as a specialist in the 
advertising and marketing fields. 
Among other things, he is general 
counsel for the League of Adver- 
tising Agencies, New York; a lec- 


turer on advertising and marketing | 


law at the Charles Morris Price 
School in Philadelphia, and author 
of “Copy and the Law.” His latest 
book will be published Jan. 17 by 
W. W. Norton & Co. (“The Law for 
Advertising and Marketing,” $10.) 


® “This book has been written pri- 
marily for the advertising man, 
whether he labors in an advertising 
agency, tv station, publication of- 
fice, inside advertising department, 
or print shop,” Mr. Simon contin- 
ues in his introduction. And this is 
precisely what makes the book val- 
uable to working advertising peo- 
ple. 

It is written from the standpoint 
of the advertising man, and in 
language which he can readily un- 
derstand. Although complete and 
authoritative, it avoids any attempt 
at a “scholarly” approach, and in 
consequence is pleasant and easy 
to read. 


ee 


the other Esty accounts are mass-| Mr. Simon's assertion about the 
volume consumer goods. The Un-| vastness of the law governing var- 
derwood advertising will be direct- ious phases of advertising and 
ed primarily to business. (Continued on Page 46) 


Plenty of New Buildings, but... 


Those Madison Ave. Agencies Face 
Stiffening Rents and Tighter Space 


Moves to Third Ave. and! Office space in Manhattan is 
tight, despite the phenomenal 
Park Ave. May Foretell amount of new building going on. 
a . It’s also expensive, as any agency 
Shift in Center of Gravity | treasurer will tearfully attest when 
By Milton Moskowitz he looks at his astronomical rent 
New York, Jan. 10—Compton | 
Advertising moved a year ago to) 


bill. 

sperkng new curlers at Mad [nln J. Ste, aden Ac 
ison Ave. Now the agency is mov-|'&+ nad . a 
-~ agian to - aeecionn — mcarnne bag al Rw apne 

e reason: ompton sim ems 
failed to allow Rea mgg oe its moon ‘cialize in the leasing of space for 
expansion. Its space requirements | Companies in the advertising field. 
beg? tea op by more than 50%. pvdery-4 ae ee ~~ 

oving every year is an ex-|/! . ” , 
pensive proposition, and while this Since has handled ean et nd 
is not a common practice (except|such agencies as Maxwell Sack- 
for the erratic movement of agen- | heim & Co., Zlowe Co., D. P. Broth- 
cies among clients), Compton’s ‘er & Co. and J. Walter Thompson 
space problems seem to be typical Co. 
of those confronting many agencies| According to Mr. Studley, adver- 
today on this overcrowded island. | (Continued on Page 70) 


SUPER-SIGN?—A monster all-aluminum highway sign has been devel- 
oped by McCullough & Associates, Washington, in collaboration 
with Reynolds Metals Co., Louisville. The 80x100’ sign employs the 


ACCESSORIES—“Atmosphere” which 


an beauty Queens. They’re among 


an newspapers to introduce new cars at the show. 


Despite ‘Dream Cars’ and Cutbacks, 
Auto Show Rolls Profitably Onward 


Promotion at a Profit 
Is Unique Feature of 
Dealer-Run Car Circus 


Cuicaco, Jan. 11—By the end of | 
this week half a million Americans | 
will have passed through the por- 
tals of the largest institution dedi- 
cated to the national pastime of 
comparing cars—the 48th annual 
Chicago Auto Show. 

As of yesterday—with half the 


Anti-Fair Traders 
Head for Dead End. 
Walter Adams Says 


New Haven, Jan. 11—Those 
seeking to abolish fair trade are 
heading into a dead end, Walter 
Adams, associate professor of eco- 
nomics at Michigan State Univer- 
sity, writes in the December Yale 
Law Journal. 

Mr. Adams, who was one of the 
dissenting members of the Attor- 
ney General’s national committee 
to study the anti-trust laws, said 
that “more telling blows can be 
struck in the cause of competition 
by a strict enforcement of the ‘free 
and open competition’ standard 
with respect to all types of vertical 
pricing arrangements, by actively 
prosecuting mergers that substan- 
tially lessen competition and by 
ferreting out conspiracy and mo- 
nopoly on the manufacturing lev- 
el.” 


s Mr. Adams goes on to say that 
the case against fair trade is gross- 
ly exaggerated and that the evi- 
dence against it is “ambiguous.” 
He said fair trade, as long as it} 
is practised in an “atmosphere of | 
genuinely free and open competi- 
tion,” safeguards the consumer 
against loss leader selling and per- 


Advertising Age, January 16, 1956 i 


Boxing Guild Draws 
Indictment in TV 
Studio Boycott Case 


WAsHINGTON, Jan. 10—The De- 
partment of Justice announced to- 
day that it has obtained an anti- 
trust indictment against the @ 
International Boxing Guild for in- 
terfering with efforts of tv station 
WEWS, Cleveland, to arrange stu- 
dio boxing shows. 

The indictment charges that the 
guild, together with the Boxing 
Guild of Ohio, picketed the prem- 
ises of the station and boycotted 
and expelled managers who per- 
mitted their boxers to participate 
in the studio shows. 

Assistant Attorney General 
Stanley N. Barnes, head of the 
anti-trust division, said the indict- 
ment charges combination and con- 
spiracy to stifle a new form of 
business enterprise—the presenta- 
tion of television studio boxing to 
the public. 

Pointing out that the Sherman 
Act condemns all such boycotts, he 
said, “The public, as well as the 
contestants, promoters, television 
broadcasters and sponsors, is en- 
titled to a free competitive market 
in a business which commands 
such wide public interest.” 


' helps keep the Chicago Auto Show 
in the consumer league is represented by this flivverful of suburb- 


21 who were selected by suburb- 


contingent already through the 
turnstiles—customer reception of 
the show’s 300 new models could 
be labeled “not bad.” From the 


|standpoint of the dealer salesmen | 


who manned the vast showroom of |" The announcement pointed out 
the International Amphitheater | that the New York state athletic 


there was a worm in the apple: ©ommission, which has been en- 
Customers were herding in dispro- | 84ged in controversy with the 


portionate numbers around De- | 8uild, gave full cooperation to the 
troit’s non-production “dream|8tand jury investigation, which 


cars” as well as the foreign makes. 

There was grumbling that the 
“dream cars” were taking people’s 
minds too much off the ’56 stock 
models, maybe even causing them 
to delay their buying for another 


began in September 1955. 
According to the indictment, the 
guild and three of its officers 
named in the indictment have sub- 
jected non-member managers, dis- 
sident members and promoters to 


an organized boycott since 1953. 
The indictment said activities of 
| the guild culminated in the cancel- 
® Most dealers apparently came to |/@tion of the studio boxing show 
the show resigned to cutbacks in | from WEWS from April until 
auto production and to sales lower October, 1955. 
—but not much lower—than in ’55. | 


And a couple of dealers positively |PEACE SETTLES ON 
approved the “dream car” notion|N. Y. FIGHT FRONT 
as a method of sounding out public!) New York, Jan. 12—An unex- 
sentiment for the future and pre-| pected shift in the tide of battle 
venting costly design blunders in| sypears to have made secure New 


year. This represented a minority, 
however. 


mits the manufacturer to defend 
his trademark and distributive sys- 
tem. 

He said that although he didn’t) 
consider fair trade the happiest | 
formula for achieving these goals, | 
“it nevertheless is the most effec- | 
tive technique so far proposed.” | 


Freeman Heads CAAA | 

Pat Freeman has been appointed | 
manager of the Canadian Assn. of 
Advertising Agencies, succeeding | 
Alex M. Miller, who has been 
manager since 1944. Mr. Miller 
will become a consultant to the} 
association, and in addition, will 
expand work he has been doing in 
counseling applicants for positions 


57 and ’58. 
For any admen worried about 


(Continued on Page 22) 


York’s position as a tv boxing 
center. 
(Continued on Page 55) 


Manchester-Williams-Kreer Bows in Chicago 


Cuicaco, Jan. 12—A new adver- 
tising agency, Manchester-Wil- 
liams-Kreer Inc., has been formed 
here with headquarters at 664 N. 
Michigan Ave. 

No accounts have been an-| 
nounced yet, but the three princi-| 
pals are predicting billings in ex-| 
cess of $1,000,000 this year. They | 
are reportedly shooting for “mid-| 
dle-size” status, with eventual bill-| 
ings in the $5,000,000 bracket. 

The principals are: | 

Don Manchester, president, who! 
left Campbell-Mithun last Sep- 
tember to join Weiss & Geller as} 
a v.p. At Campbell-Mithun he was 
v.p. and manager of the Chicago 
office. Before that, he was v.p. and | 


|account supervisor of Dancer-Fitz- 
gerald-Sample in New York and) 


Don Manchester 
treasurer. Mr. Kreer was also an 
account supervisor with Campbell- 
Mithun, Chicago. He left there last 


Chicago. /April and set about establishing 


Fred C. Williams, v.p. and secre- | 
| tary, who was most recently (until 


Fred C. Williams Henry B. Kreer 


|his own agency, Kreer Advertis- 
|ing, which opened in August. 

Manchester-Williams-Kreer is 
the successor to that agency and 
occupies its quarters. Before he 
went to Campbell-Mithun, Mr. 
Kreer was a copy group head with 
Batten, Barton, Durstine & Osborn. 

Mr. Kreer is a brother of Bow- 
man Kreer, who is now co-man- 
ager of Campbell-Mithun’s Chica- 
go office. 

According to Mr. Manchester, 
the new agency will place consid- 
erable emphasis on the merchan- 
dising aspects of marketing, and 


in advertising. Mr. Freeman has| October) an account supervisor at 
been director of sales and research |Campbell-Mithun, and before that 
of the Canadian Assn. of Radio &|/an account executive at Tatham- 
Television Broadcasters for the Laird. 

past six years. Henry B. (Pete) Kreer, v.p. and 


suspension principle to equalize distribution between twin alumi- 

num towers. The large size is necessary because of “today’s high 

speeds and regulations which keep advertising signs as much as 
500’ from the highway.” 


will also make it a point “not to 
have any more business than the 
three of us can be account execs. 
on.” 


POSNER RES UP th Tint: le Sy) kta tember Oita, Magee Gey ia mee 0 ge RR gee . ; ie 
$0 Ds Se eee eee are barney 1D i al oP a ie Bs ec a eh “a ie 5 ae 4 
vi ppt Se ach ene Rec earn A eee eet oF sae | pe oes eee oe i i => ee Pee ay ae ne E ack 
SNS Bis ogeptes ROE) Pik ee a8 ; me ee rq az oe ae Se eee  - e 
Berm © f ' 
mir “ 
By aN 
La 2 
gh: 
oes ° : 
| lees | : 
hee 3 
ape | a > ~ > ’ é 
tt aes ge gee Pe ee : Web dae 
Abe ee e ee ‘ - |. ae 
aP5) a a : - a 3 
bees: i 25 aa i ~ oe: ; 4 od oes,’ fs ghee cae 
| ial , ae > P =e, [5 Gap SPR 
ede, . s j i eS 
ie | : - Bit Be ae 
Poe 5 ‘'t> # : = Se. ek a 4 
ee : af - * , aha 
Daseatt ; sine j -¥~ ye ee 
Ge 3 - of a es 
Sr = ya . . * 
cm * & ~ ere : * 
ray oe) SE ° A . > 
1a, ~~ e ls \oe : - } 
She Sab * 2 aw 4 
Lae wor i 4 
rites 4 " 
ths — . , as , - - fe <. . 
Vat —-—---_— : “= 2 ,. 
{ae si m 4 ‘ a el) . 4 a, * = 
i ae % - 4 Ps af Bom i ; 
te: Ba) ee —, ££) i 
er ao ee * i, 5 
Se See es | nn i - i OE rd eat Foe 
ost ra es oe a. 
EY eS a. < Se aa 
Re ~ - = me A 5 = 
i 2. ee. * “Ee 
ae ase . . 
i ge: 
reat 
ihe. 
Pyke 
ty .__.. —_—__1 
BE a 
at, 
cine | 
see 
an Sag 
ed 
eet se 
ee 
ee 
at: 
wtih es 
i. 
we 
ae 
ae | 
oo | 
oe " 
iA r 
es ‘s 
“att 
< 
Si 
nie : 
4 
2a 
— 
Bre, 
3 
oe 
at pO —ee—e—V—ao | 
% +e 
Li ee . 
cae: 
ss Use 
il 
~ a 
at 
pe 
aie 
us 
+i 
ag) 
a - 
a 
Pl Po 
th 
BS 
ei , 
“ieee | 
a8: a Fi 
add < 4 
cee 4 7 
if a p 
ss . : = ~ : 3 ‘a 
His ey a, _ 
. = | a 
3 _ 
cy 7 \ a 
is = ; 
- fend 4 > . £ 
Pict” eS 
i 7 % 
me ~s nee a etme emma nal 5. ba te i 
: = | oe 
hee ‘ ial achenmmintns sia . | 
ise . Bia erences, he - | 
syS - a iets 
a: re ms _ a ie - 
lets ¢ ii ie abl nein hones i 4 S ss puhs iets ‘ . 
apr’ " - 2 y ve et. Pe hae ; d 
“5 uel tiie fos et? ee, OS - ; 
am 3 ea Ps ope Bl - a ee wits 
Z ee ths ek ee wea Cll ania | 
en 1 as bis fu de: ia . mets). » 
pe BAe ae S. a gE a | | 
ae 7 wae te ae Tee Sh ie 
aa ene gs f as OS a ee | 
PA ~ heer jeer rie o#, ¥ in = : | 
“y ry / ae * re) oe ? ‘. 
ror ae nerf ay £ ft ae S. Ser sews vents 9 ane 
_ See wate Pak oN abies: Gees: ee “ ¥ 
ar ee ea Pie 4 Sepa r ai ' . 
Se ake are Bee: 
t ey ea sa seg Bagh ats oe \ 4 Ae ss ts : ; tas 
ie SR eee ame 3: Boho she. rn ace Be eeeei : a — 
12 EIR EO a eR ra Bi es | ' , & 
xt Datta PRE br Ry ee ee le MMe a oo ae 
ney, ST Ni cigihas tke Maras 5 Te ee} ee as a “ ee 
Red i WN Pa nak, paeelle <a * — 
en ae | «, | ite Sy Ya. Dried es es = ion a. is % gr ee \ 
at Bees 1X. Sa ee Seas. ed > "19 oo. = ee ; ~y e"s a 7. 
oo 4 3 pa Pies Ss: ey. . ¥ iat i 
ae a Ee i ORE) OO cece # ‘3 fa} 
tes Yor Mel fie ae Ren ga of ene ee ee 4! a. 7 3 4 & ; 
Ag ani Oe: . | eek, r , 
vy ag 
uF oN 
ae 
: 
Hf 
me? 
a 
ve 
a ) 
Be 
bm 
Bs ae Pact R Bee cy ce af yrs at liane 4 pe . 7 + a a ae $ : 2 4 pS ae coal Pie tae ‘. oar e ie c Fue 2s 
Re relia ts set eS a Ne ake alt SS age ae fis Be eee a 2) ae : as ee on tb. ae feds teeta ct Oe ie oe eee =. : 
BiG hee ce Pg te PeMeR NNGY «Pern ear ae ‘ 5 Se ¥ a [pe <b ewreee e, | SOrmS ae igi re ath a lle 5 MMM . 
Pipes: | aed ete FE cies oi “epee Cag” 9 a na a ac lee ok ae ef 8 oe a Sey MORE SS, i? aan ae : a lh 


EF 


Advertising Age, January 16, 1956 


S&H Becomesan if 


Advertiser; Names 
Sullivan, Stauffer 


New York, Jan. 10—Sperry & 
Hutchinson Co., oldest and largest 
of the cash-discount trading stamp 
companies, is about to become a 
national advertiser. 

It has appointed its first agency 
—Sullivan, Stauffer, Colwell & 
Bayles—to handle its advertising. 
The estimated budget will be be- 
tween $1,000,000 and $2,000,000, 
AA was told. 

Plans are still in the formative 
Stage, but it is believed that the 
bulk of the company’s ad budget 
will be spent in newspapers. How- 
ever, radio, tv, general magazines 
and business papers are also un- 
der consideration. 

George Schirer, president of the 
company, in announcing the agen- 
cy appointment, noted that 1956 
will be the company’s 60th year in 

(Continued on Page 14) 


Retail Sales Rose 
9% to $186 Billion 


in ‘55, Census Says 


WAsHINGTON, Jan. 10—Record 
retail sales of $19.4 billion in De- 
cember brought the 1955 retail 
Sales total to $186 billion, for a 9% 
increase over 1954, the Census Bu- 
reau said today. 

The December figures were 
based on the bureau’s advance 
report, a monthly survey covering 
1,700 firms which operate 35,000 
stores. Past experience shows fig- 
ures from this group are a good 
indicator of the experience of the 


full retail sample, which requires | 


an additional four weeks to collect 
and tabulate. 

On the basis of previous reports 
for 11 months of 1955, plus the pre- 
liminary report for December, the 
bureau said the automotive group’s 
21% gain was the most important 
gain of 1955 over 1954. Other 
groups showed increases of 6% to 
10%, except food, which increased 


places, which increased 4%. 


‘least 100 years old. 


|way with just a mite of temper 
only 5%, and eating and drinking |and a mighty lot of temperance,” 


. specenemmens . < -_ . i ad Dees. 
: 


‘ 
and my secret is simple...” 
“How long you live,” saya Mre. Alzadie Boroughs, South 
Bend, Indiana, “depends on how you live. I xuy — enjoy 
what you do and do what you enjoy”! 
All her life Mrs. Boroughs has loved dancing. And through 
the years Sloan's Liniment has helped keep active people 
on the go by chasing everyday pains of rheumati«m, arthri- 
tis, muscular soreness and the like. Fact is, no liniment—old 
or new—beats Sloan's for fast, safe pain relief! Just smell 
it, You can tell Sloari’s is not diluted with alcoho! it’s all 
heat-producing liniment. Penetrates full strength and gets 
at the pain good and quick! Ask your doctor! 


This phete teker Dee 


SLOAN'S CHASES PAIN! 


LINIMENT or BALM wonder-working relief for young folks from 10 to 110 


FIRST 100 YEARS—This Sloan’s ad, part of the new Life schedule, 
features a testimonial by 100-year old Alzadie Boroughs, of South 
Bend, Ind. 


Sloan’s Liniment, 75 Years Old, Bows (My 
Aching Back) to Centenarians in Ad Drive 


New York, Jan. 12—Sloan’s lin- trouble—but as for me, I’m never 
iment, at least 75 years old, has in a hurry to worry.” 
launched an advertising campaign| The centenarian’s comments are 
featuring testimonials by people at | followed by a sales pitch which 
| makes him or her an endorser only 

In addition to setting the unusual by implication, even though all en- 
tone of the campaign, Sloan’s dorsers reportedly are users of 
agency, the Rockmore Co. (not yet | Sloan’s. An upcoming ad, for ex- 
one year old on the account) has' ample, goes on to say: 
set up a merchandising program| “You don’t have to live as long 
aimed at getting comprehensive as Mr. Hover, who suffers from 
promotion out of the advertising | arthritis, to know that life is full of 
schedule. The latter at present aches and pains. But it’s good to 
comprises 26 insertions in Life,| realize that through the years, 
every other week; 12 in Ebony | Sloan’s has made life a little easier 
and a schedule in Drug Topics. | for millions plagued by the pain of 

The campaign, reportedly cost-|arthritis, rheumatism, muscular 
ing around $100,000, “represents an | soreness, etc.” 
emotional approach to the problem | “We probably will be the most 
of proprietary selling,” explained consistent liniment advertiser in 
the agency’s president, Milton | Life,” says Account Executive J. 
Rockmore. Human interest ads| Leonard Shaub. 
feature a picture of the centenar- 
ian, the (recent) date on which the 
photograph was taken and a head- 
line such as, “I’m 103 years old 
and here’s the secret of my long 
life.” 


s There was some trepidation at 
first as to whether enough eligible 
|centenarians could be found, but 
|this was solved with the help 
of Endorsements Inc., testimonial 
gathering organization. About sev- 
en or eight of these “youngsters,” 
culled from a larger group, will be 
used in the campaign, on a rotat- 
ing basis. 

Rockmore Co. has wrapped up a 
merchandising program to follow 
up the campaign, which starts with 
a publicity mailing to newspapers 


® Thankfully, the secret, or, as in 
other ads, explanation for longev- 
ity, is never Sloan’s liniment. In- 
stead it’s some brief homespun ob- 
servation such as, “I go my own 


or “Some folks go looking for 


Klau-Van Pietersom, Its Billing Up 
60% in 2 Years, Sets Divisional Plan 


MILWAUKEE, Jan. 11—Adapting fields, are: Donald D. Dilworth, 


located in the centenarians’ home 
towns, just prior to their debut in 
Life. The complete campaign has 


PHILADELPHIA, Jan. 11—A New 
York agency man went to Phil-| 
adelphia today to tell Philadelphia | 
Inquirer salesmen that they—and 
other newspaper salesmen—are 
selling their medium short. 

Harry W. Bennett Jr., exec. v.p. 
of Bryan Houston Inc., said that 
“newspaper salesmen are so 
wrapped up in the advertising 
puffery of their publications, they 
have forgotten—or have never 
learned—to sell advertising as an 
important marketing sales tool.” 

Mr. Bennett stated that the 
main trouble with newspaper ad- 
vertising salesmen is that they are 
too busy selling against other 
newspapers. As a result, he said, 
they fail to show the advertiser 
how he can sell more goods in their 
respective markets. Mr. Bennett 
was talking before an Inquirer 
sales forum. 

“I tell you frankly, in your own 
self-interest,” Mr. Bennett said, 
“that there are national magazines 
and supplements, network radio 


” ee 


Newspaper Salesmen Skip Market 
Facts, Sell Medium Short: Bennett 


and television salesmen who beat 
your brains out feeding us specific 
interesting information relative to 
our marketing problems for our 
products in Philadelphia.” 


® As an example of how newspa- 
pers are coming out on the short 
end of ad schedules, Mr. Bennett 
cited his agency’s experience in 
handling the $500,000 Gunther 
Brewing Co. account in Baltimore. 
He reported that when Houston 
asked media representatives for 
helpful marketing data, the Balti- 
more television stations, radio out- 
lets and outdoor plants “came back 
to us with well defined recommen- 
dations based on marketing our 
beer directly to heavy beer drink- 
ers.” 

On the other hand, Mr. Bennett 
said the agency got this response 
from Baltimore’s two newspapers: 

“The two newspapers came in, 
and each said it was the best in 
town—had more circulation, more 

(Continued on Page 6) 


Denver, Jan. 11—Five major | 
market and regional campaigns in| 
widely separated sections of the 
U. S., with an aggregate budget of 
$400,000, will open the lamb and 
mutton consumption drive which 
will be mounted this year by the 
newly formed American Sheep 
Producers Council. The five cam- 
paigns will run on a staggered ba- 
sis through June. 

The council’s advertising effort, 
through Botsford, Constantine & 
Gardner, San Francisco, will be 
launched in Denver Jan. 16 with 
radio spots on KOA and KTLN 
and tv spots on KLZ-TV and 


This Is Rich 

New York, Jan. 11—They 
didn’t give Fortune that 
name for nothing. A new 
promotional booklet put out 
by the magazine shows that 
nearly four out of five sub- 
scribers own securities, and 


been laid out in a kit placed inside | 
a Life cover, including counter | 
cards, window streamers and other | 
point of sale aids, which will be 
distributed at a sales meeting later | 
this month. 


to a growth pattern which was re- |agricultural; Burton E. Hotvedt, in- 
flected in 1955 billings of $7,125,- dustrial; Noel Turner, general, and 
000, up 27% over 1954, and/ Victor A. Lawrence, public utility. 
which anticipates another increase| Monte Sanders, an agency v.p. 
—26%, to $9,000,000—this year, (Continued on Page 70) 


Mailings also are slated to 4,000. 
Sloan’s wholesalers and direct ac- | 
counts, alerting them to this off-| 


beat proprietary campaign. | 


the average amount of their 
holdings is $66,170. 

The booklet, “An Analysis 
of Ownership of Securities 
Among Fortune Subscribers,” 
also indicates that almost 
two-thirds of Fortune sub- 
scribers’ holdings are in com- 
mon stocks. 


Klau-Van Pietersom-Dunlap is re- 
organizing its management and 
staff along divisional lines. 
Nearing its fiftieth anniversary 
(KVPD now is engaged in research 
to confirm or deny indications that 
it may be a year or two older than 
its customarily-used founding date 
of 1908 would make it), the Mil- 
waukee agency will announce next 
week the organization of four sep- 
arate divisions to cover phases of 
its advertising, merchandising and 


Canada’s gross national product 
may rise 8% in ’56 ....Page 16 
British tv commercials are popular 
with viewers, too 
Tv show on account exec has non- 
realistic ending Page 24 
New farm monthly to give adver- 


tisers special editorial treat- 
RE hired «400s tebe ciee Page 28 
|Boston’s Channel 5 is awarded 


RA Wha oo004ssmpence Page 30 
Continental Distilling pushes 
three-bottle pack of bour- 
Screen Gems plans to make 13 tv 
film series in ’56-’57 ..Page 34 
The magic of ‘how’ is delved into 
by Jim Woolf Page 39 
Tv problems may be behind many 
account shifts, Eye & Ear Man 
says 39 


| to Greater Boston Television 
| 


George Callos 


other marketing operations. The 
four areas are agricultural, in- 
dustrial, general and public utility. 

Heads of the divisions, all v.p.s 
and specialists in their respective 


Monte Sanders 
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Highlights of This Week’ 


strikes don’t communicate to 
public 
Auto distribution system is out- 
dated, E. B. Weiss says .Page 40 
Thomas Erwin recalls the col- 
orful. Phil Lennen and his 
times 
Downtown Rutherford, N. J., mer- 
chants lure customers back from 
center with service ....Page 48 
Lily-Tulip introduces China-Cote, 
paper cup that feels like 
china 
Two Denver agencies move—one to 
a penthouse, the other to sub- 
urbs 
You don’t believe in advertising, 
James Peck tells business pa- 
Parke, Davis’ new ad drive 
is based on survey of doc- 


ee 


ee 


s Issue 


finds doing business overseas is 
DE. 5 Eva DHs chbn tn oom 
Newspaper directory shows 49 
dailies in Pennsylvania boosted 
price in ’55 
Top salesmen think training is the 
top need in their field ..Page 60 
Brand loyalty runs high in many 
families, MIT’s Cunningham 


ee 


Gs soe kodeinns cenet an Page 68 
REGULAR FEATURES 
Advertising Market Place 
Coming Conventions 


Creative Man's Corner 
Editorials 
Empleye Communications 
Getting Personal 
Looking at Radice & TV 
Looking at Retail Ads .... 
On the Merchandising F: 
Photographic Review 
Production Tips 
Rough Proofs 
Salesense in Ads 
This Week in Washington 


Voice of the Advertiser ..... 


$400,000 Lamb, Mutton Test Effort 
Opens with 5 Regional Ad Campaigns 


KOA-TV. The newspaper phase of 
the local effort will begin Jan. 18 
with 1,000-line ads in the Denver 
Post and Rocky Mountain News. 


® The six-month initial carnpaign, 
on a somewhat experimental basis, 
is part of a first-year effort whose 
over-all budget will run between 
$1,000,000 and $1,250,000. Working 
under the Wool Act of 1954, the 
sheep growers formed the council 
in order to devote to promotional 


(Continued on Page 67) 


Meat Growers Aim at 
$23,600,000 a Year 
Advertising Drive 


Omana, Jan. 11—Livestock pro- 
ducers are readying up plans for 
a national advertising campaign 
that might possibly spend an esti- 
mated $23,600,000 a year to in- 
crease the consumption of meat. 

Preliminary steps for the pro- 
gram were undertaken here last 
week when industry leaders met 
and set up a Nebraska committee 
to match the Iowa Farm Products 
Committee named last fall. 

At the session here it was pro- 
posed that the meeting be held in 
two pilot counties in each state 
where livestock producers will be 
asked if they approve of the plan. 

If these meetings indicate wide 
enough approval, a meeting of all 
the governors of livesiock produc- 
ing states will be held to get the 
nationwide drive started. 

The campaign will probably run 
in newspapers, magazines and tele- 
vision, the livestock growers said. 


® The aim of the program will be 
to increase meat consumption 20%, 
from the present 160 lbs. per cap- 
ita to 192 lbs. per capita. 

Funds for the drive will be 
raised by levying a set amount 
from livestock producers on each 
head of livestock: 50¢ a head for 
cattle, 25¢ for hogs, and 10¢ for 
sheep. 

The chief obstacle to getting the 
program started is the smal! live- 
stock grower, who is counting 
pennies and who, it is believed, 
may buck at paying anything for 
promotion. Leaders at the Omaha 
meeting said the small livestock 
producer will have to be persuaded 
that the ad program will improve 
his position. 
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Distribution Revolution in Next 10 Years 
Will Upset U.S. Economy: Leo Cherne 


(Continued from Page 1) 
men, and their comprehension. 
“Only planning by business as 
well as by government,” Mr. 
Cherne said, “cam prevent catas- 
trophe.” 


= Mr. Cherne cited the following 
problems that will have to be 
faced: 

“Our population will not in- 
crease sufficiently in the next ten 
years to eat up our growing farm 
surpluses. 

“Automation threatens to deci- 
mate a whole class of skilled work- 
ers. While upgrading some jobs, 


such as maintenance workers and 
technicians,” he said, “it will 
down-grade many more, from 
skilled workmen to push button 
operators. 

“Every business will have to 
search for new ways to beat the 
competition because there will be 
less and less difference between 
products. In the decade ahead the 
brand that towers over any other 
will be a rarity.” 


8 More attention to the front-line 
distributor will be needed, Mr. 
Cherne said, particularly to sales- 
men. 


@ If Your Printer Doesn't Want ‘em, WE DO! 


(or we'll do it for him) 
IMPRINTING OR OVERPRINTING 


OF FOLDED AND BOUND JOBS 


Sersen’s IMPRINTING, Inc. 


CHesapeake 3-2050 CHICAGO 7 


17 N. Loomis St. 


“We need not worry about the 
level of consumer credit,” he said, 
“if we can keep the economy roll- 
ing with the help of new customers 
in an expanding population; for 
new patterns of living create new 
demands, new products and new 
merchandising methods.” 


® Pointing out that we are paying 
more and more attention to what 
motivates the consumer to buy, 
Mr. Cherne emphasized that “we 
are not paying enough attention 
to what motivates the salesman to 
sell. In the years ahead more prod- 
ucts will be good. And most of us 
will have access to the same in- 
formation about why people buy. 
Increasingly the salesman rather 
than the product will determine 
what people buy. 

“More and more,” he said, “it 
will become necessary for sales- 
men selling to business to give ad- 
vice and serve as consultants on 
the use of products and to help 
customers make profits. This means 
we will have to develop superior 
salesmen and give them greater 
incentives.” 


- «+ FOR GIVING SOUTH BEND-ELKHART 
TELEVISION VIEWERS THE TYPE OF 
PROGRAMS THEY PREFER. THE TOP 26 
NETWORK TV PROGRAMS IN THIS AREA 
ARE CBS SHOWS— WSBT-TV CARRIES 
THEM ALL, EXCLUSIVELY. 


-The television audience surveys of the South Bend Market 
/ > ali tell about the same story. WSBT-TV DOMINATES 


-f-}+ }— +—} ttt 3trs 


* During the prime evenin 


Nee market. The latest survey. made by the American 
Research Bureau (Nov., 1955) gives further proof. It 
reveals that in the South Bend-Elkhart market . . . 


* The top 26 network TV programs in this area are CBS shows — 
carried by WSBT-TV exclusively! 


* The 31 most popular TV programs, both local and network —(37 
of the top 40, and 42 of the top-rated 50!) are carried by WSBT-TV. 


viewing hours (6:00 to 10:30) almost 
3 times as many people watch WSBT-TV as any other single station— 
the WSBT-TV audience is greater than the combined total of all other 
stations which can be seen in this area! 


* When the same program was carried by all three local stations at 
the same time (President Eisenhower, Nov. 11), WSBT-TV enjoyed 
a viewing audience 14 times greater than the next closest station. 


Get all the facts on WSBT-TY and its prosperous 14- 
county coverage area. Learn more about this remarkable 
market where 95% of the TV homes are UHF equip 

to receive WSBT-TV. Write for free market data book. 


FIVE TOP-RATED SHOWS OF EACH OF THE SOUTH BEND- 
ELKHART STATIONS—AND THE RATINGS OF EACH SHOW 


WSBT-TV 


STATION “A” 


Rating 
24.2 
23.5 
20.2 
18.1 
18.0 


STATION ‘‘B” 


ASK PAUL H, RAYMER COMPANY * 


NATIONAL REPRESENTATIVES 


\Industrial Ads Too 


Unclear, Dik Twedt 
Tells Chicago Admen 


Cuicaco, Jan. 10—A good deal of | 
industrial advertising fails to make | 
clear what is being advertised, and | 
thereby fails to make a sale, ac- 
cording to Dik Warren Twedt 
psychologist and research super- 
visor of Needham, Louis & Brorby. 

A breakdown of an issue of 
Business Week carrying 116 ads 
one-third of a page or larger, 
showed that only 38% of the ads 
were “clear at a glance,” 34% re- 
quired some study to determine 
what is for sale, and 28% were not 
clear without very careful reading 
of the body copy, Mr. Twedt said. 

A similar study was made of an 
issue of Life with 112 ads one- 
third of a page or larger. Of these 


wer = 
my 


EDGAR A. JONES, formerly editor and 

publisher of The Highway Travel- 

er, has been appointed director of 

advertising and public relations of 

Greyhound Corp., Chicago, nation- 
wide bus system. 


ads, 94% was “clear at a glance,” | to assume that anyone with inter- 
only 5% required some study and | ests strong enough to draw him to 
only 1% required careful reading|/a specialized business or trade 
of body copy to find out what the publication wants more informa- 


ad sold. 


tion about products and services 


|that will increase profits or help 


= Commenting on this difference 
between business and consumer | 


advertising, Mr. Twedt said: 
“Maybe the answer is that at 


$20,000 to $30,000 a page [in Life] | 
the advertiser simply cannot af-| 
ford the luxury of going the long | 
way around to tell his sales story. | 


The ad has to be direct and to the | 


yond recall. 


“But the industrial advertiser | 


may say at this point, ‘I have an 
entirely different problem from 
that of the advertiser in consumer 
magazines. Maybe the rules for 
writing my kind of advertising are 
different.’ ” 

Mr. Twedt said it is reasonable 


point, or the audience is lost be- | 


him do a more efficient job. 


® He said a good industrial ad 
will answer these “obvious” ques- 
tions: 

1. What is for sale? 

2. How does it work? 

3. Specifically, how is it better 
than similar products? 

4. Where can it be bought? 

The answers to these questions 
are necessary to an ad, but not 
sufficient to make it a strong sell- 
ing tool, he said. To do so, an in- 
dustrial ad must depend primarily 
on information. This information 
—about the product and about the 
user—is supplied by imaginative 
research, he said. 


“This is the kind we make for the 
Growing Greensboro Market!” 


AUTOMATIC 


DRYERS co 


IF YOU WANT TO CLEAN UP sales problems by using a 
market where sales come easier—the Growing Greensboro 
Market is a sure bet for successful selling of your goods or 


services! ... For example, 1/5 


of North Carolina’s retail sales 


are signed, sealed and delivered by 1/6 of the stafe’s popula- 
tion here in this thriving major market . . . In food, general 
merchandise, furniture-household-radio, apparel, drug, lumber 
—in all retail store sales categories, you'll find the Growing 
Greensboro Market with a steady 1/5 of the state’s king-size 


purchases .. . Better sign up 


the 105,000 daily salesmen of 


the GREENSBORO NEWS and RECORD for real results. .. . 


Only medium with dominant coverage in the Growing Greensboro 
Market and with selling influence in over half of North Carolina! 


Sales Management Figures 


. GREENSBORO, NORTH CAROLINA 


Represented by Jann & Kelley, Inc. e 
*eeeeeeeeeeseeeeeee#eeeeeees*#® 
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“THE WOODS PLEASE 


Whew-e-e-e! How the suburbs are sprouting! Studies 
show some 9,620,300 Americans have “taken to the 
woods” since 1950, bringing the total suburban popula- 
tion up to 44,281,000. And the end is nowhere in sight. 
By 1960, “Suburbia” may well soar to 50,000,000. 


Plainly, the surge to the suburbs is remaking the mar- 
keting map of America. It’s already responsible for 
rapidly spreading department store branches, “super” 
super markets, and integrated, one-stop shopping 
centers. Fact is, this new concept of family living will 
have tremendous impact on consumer spending in the 
next decade. Retailers know this and are doing some- 
thing about it! 


Advertisers, too, can cultivate these greener pastures 


MAGAZINE 


AMERICA’S LARGEST FAMILY MAGAZINE 


Reap By 11,000,000 Famities Every SuNDAY 


S ABOVE ALL THINGS” 


— VERGIL 


by concentrating on the Motivating Millions — the 
middle income families who made “Suburbia” what it 
is today. Consider this: 66% of all suburban family 
units earn over $4,000 per year ...a mere 85% of the 
total spendable income going into these areas. 


How do you till this rich sales soil? By happy coinci- 
dence, THIS WEEK Magazine provides greater sub- 
urban family coverage* (31.4%) than the largest 
general weekly and shelter magazine combined, 
(23.2%). And by equally happy coincidence, THIS 
WEEK’s efficient Sunday newspaper distribution sys- 
tem enables it to keep well in step with today’s back to 
nature movement in 35 major Metropolitan areas where 


“Suburbia” flourishes. 
*166 largest Metropolitan areas 


SHARES THE POWER AND PRESTIGE OF THESE 
35 GREAT NEWSPAPERS WHICH DISTRIBUTE iT 


The Baltimore Sunday Sun New Orleans Times-Picayune-States 
The Birmingham News New York Herald Tribune 

Boston Sunday Herald Norfolk Virginian-Pilot 

The Charlotte Observer and Portsmouth Star 


The Philadelphia Sunday Bulletin 
The Phoenix Arizona Republic 
The Pittsburgh Press 


Chicago Daily News 
The Cincinnati Enquirer 
Cleveland Plain Dealer 


The Dallas Morning News Portland Oregon Sunday Journal 
Des Moines Sunday Register Providence Sunday Journal 
The Detroit News Richmond Times-Dispatch 


Rochester Democrat and Chronicle 
St. Louis Globe-Democrat 


The Houston Post 
The Indianapolis Star 


The Jacksonville Florida Times-Union The Salt Lake Tribune 

Los Angeles Times San Antonio Express and Sunday News 
The Memphis Commercial Appeal San Francisco Chronicle 

Miami Daily News The Spokane Spokesman-Review 

The Milwaukee Journal The Washington Sunday Star 
Minneapolis Sunday Tribune The Wichita Sunday Eagle 
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The right way 


to look at 
ATLANTIC 
CITY 


... New Jersey’s best 
BIG CITY market 


Take food, for instance, and you'll quickly notice Atlantic 
City’s ye ert, A year round food sales (totaling $53,- 
844,000). That’s New Jersey’s second metropolitan area, and 
first per family for the entire U.S.A. 

Definitely—it pays to look, and leap, into this thriving 
140,000 year round market. Fortunately it can be reached 
by the one paper that really gets into the home—the Atlantic 
City Press! 


Nothing succeeds like the — 
Atlantic City Press 


Rolland L. Adams, Publisher; DeLiaser, Inc., National Representatives 


(Continued from Page 3) 
retail food store advertising or de- 


fellow—because each one had al- 
most 100% circulation coverage 


partment store advertising or total | 
advertising linage than the other| paper A was read by almost 45% 
|}more of our best potential cus- 
_tomers than Newspaper B. Fur- 


Newspaper Salesmen Skip Market 
Facts, Sell Medium Short: Bennett 


paper had the greater proportion 
of heavy beer drinkers as readers. 
“We found,” he said, “that News- 


|and that means covering every-| thermore, we learned some very 


| body. In any event, each wanted 
'no less than half of the total linage. 
| “We finally placed the great 
| share of our advertising monies in 
| television, radio and outdoor, be- 
| cause we knew what we were buy- 

ing for our dollars. Newspapers 

got the mouse’s share of the appro- 
| priation.” 


= Mr. Bennett added, however, 
|that later on the agency felt it 
/needed more print advertising in 
|Baltimore. So Houston and the 
| client spent $15,000 on a consumer 
|survey to determine which news- 


Are vou) .--developing a new product?...adding a department? 
-+»@xpanding or building a plant?...revamping production? 


All growing industrials are making or planning such 
improvements. And none of these steps can be taken 


successfully without . . . 


The most convenient and efficient source of product 
news and information ever invented was originated 


in 1933 by Industrial Equipment News. 


PRODUCT INFORMATION... 
MORE product information . . . the latest and most 
reliable. 


That’s why a serviceable source of product informa- 
tion is so vital to expanding business . . . to buyer 
and seller alike. 


Equipment JEN 
News all 


Thee Pubiihing Compony 


RA 4€? Eighth Avenve, New York 1, N. Y. 


No other source approaches [EN in up-to-dateness, 
clarity or comprehensiveness. 


Details? ... 
send for complete 
DATA FILE 


interesting things about best read- 
ing days and editorial notings.” 


® This survey has resulted in 
Houston budgeting $100,000 this 
year for newspaper ads supporting 
Gunther beer, “whereas last year it 
was a fraction of it.” Mr. Bennett 
pointed the moral: “Newspapers 
lost out in 1955, to our regret—but 
we had no basic marketing infor- 
mation on which to form print 
plans with sound judgment.” 

Mr. Bennett concluded his scold- 
ing with the charge that newspa- 
per salesmen simply don’t have 
faith in what they are selling. He 
reported that the Houston agency 
has done “some inside research” 
indicating “some general conclu- 
sions that may be astounding to 
many.” These he outlined as fol- 
lows: 


8 “Basically, people believe ad- 
vertising is more truthful than 
editorial matter. 

“They know editorials reflect the 
opinion of editors and publishers. 
It may be honest opinion. But it 
is opinion. They recognize that 
news items and stories are fre- 
quently slanted by reporters—it’s 
how they saw it or how it was re- 
ported to them—and they know 
they often get what the paper sees 
fit to print. 

“They do not often question the 
integrity of the newspaper. But 
they do not believe they always 
get the truth, the whole truth, and 
nothing but the truth. 

“But these people believe adver- 
tising tells the truth. They believe 
advertising is sincerely and fac- 
tually honest. They know that 
when the Food Fair advertises 
fresh eggs for 69¢ a dozen, they 
can walk into any Food Fair 
store, the eggs are there, they 
are fresh and they can buy all they 
want for 69¢ a dozen. 


= “When they read an ad that 
claims one soap to be twice as good 
as another for whitening clothes, 
they know that if they write the 
advertiser for proof, they’ll get it. 
They know if a phony tries to ad- 
vertise false and misleading claims 
the Better Business Bureau will 
do something, or the Federal Trade 
Commission will clamp down with 
a cease and desist order. And they 
believe newspapers like the In- 
quirer wouldn’t run the ad in the 
first place. 

“People understand advertising 
puffery. It’s like your pride and 
mine in a job well done, in our 
homes, in our families. It’s honest 
and sincere and worth talking 
about. And people accept it in that 
spirit. 

“People tune in their radios and 
turn on their television sets to hear 
and see the news or be entertained. 

“Some people buy newspapers 
to read the news and editorial mat- 
ter. More people buy newspapers 
to read the news and advertising. 
And, we believe, if the truth were 
known, a lot more people than you 
would dare believe buy a newspa- 
per for the sole purpose of reading 
the advertising. 

“I know of no other advertising 
medium where this may be true.” 


Gauen Appointed V. P. 

Richard E. Gauen, manager of 
the public relations and publicity 
department and account super- 
visor in the Chicago office of 
Young & Rubicam, has _ been 


named a v.p. of the agency. 
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Why 1955 was the biggest year in Post history 


To begin with, it was a big year generally. America pro- 
duced more, bought more and advertised more than ever 


before. But we think there are other good reasons why THE SATURDAY EVENING POST 
The Saturday Evening Post was— Aavertising Revenue 
UP in advertising linage 
UP in advertising revenue 1955 $83,731,203 es 


* UP in circulation 

: One of these reasons was the editorial vitality of the maga- 1950 
J zine itself. Its reporting continued to be timely, stimulating 

i and accurate. Its special features were outstanding, its 1946 | $47,755,345 | 


; fiction notable. It was great reading—every week. 

[ The public recognized this fact, in the home and at the 

: newsstand. In the first half of the year it outsold its nearest 

R competitor by 50% at newsstands and probably by an even NEWSSTAND SALES 
: greater margin in the second half. At home, people con- Latest ABC figures 

; 


tinued to spend more time with the Post than with any 
: other general weekly. 
e Another reason it made new highs is due to the fact that 


1,500,000 


" advertisers are increasingly choosing the POST for the 
7 depth of its penetration. It not only delivers the reader’s 
4 attention. /¢ holds it. And it inspires a confidence and loyalty 
yo that is quite unique. 

¥ What about 1956? Circulation is still going up. And ad- 
Se vertising on the books is "way ahead of this time last year. 


It promises to be the biggest year yet—still bigger than 1955 
—for the magazine that gets to the heart of America. 


POST «= UFE = LOOK COLLIER'S 
-. 


POMS It 


“Never underestimate the grapefruit— 
look what it did for Jimmy Cagney!” 


IMOOrED my von 
Way 
To HOLWUYWoop 

All Golfers Get Mad 


previews Part II of “How I Got This Way" by James Cagney from this 
__ week's Saturday Evening Post. 


“Jimmy Cagney was a second-rate the way he tells his life story. He 
vaudeville hoofer and Hollywood bit sounds like one of the most un- 
player in 1928. Then he pushed Mae = assuming and un-Hollywood stars 
Clarke in the face with a grapefruit, | that ever broke into print.” 

and the rest of his career is history nall Barticles 4 short stories 2 serials 
.++ I'll admit I’m a Cagney fan, i+ many special features in the ay 
but I’m still pleasantly surprised at 14 issue of The Saturday Evening Post. 


JACK SEEHOF, Copy Supervisor, Foote, Cone & Belding, mi | 
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Y&R Gains and 
Maxon Loses as 


GE ‘Coordinates’ 


(Continued from Page 1) 
tion, it was pointed out that tv re- 
ceivers and white goods already 
share some GE television shows. 
Maxon will continue to handle ad- 
vertising of GE radio receivers. 

Maxon’s other remaining account 
at General Electric is the Hotpoint 
division, and officials there told 
AA no agency switch is contem- 
plated. An addition is possible, 
though. 


® Hotpoint is seriously consider- 
ing a debut in the tv set manufac- 
turing business itself. The decision 
is said to be entirely up to J. C. 
Sharp, division president, and Mr. 
Sharp told a Hotpoint gathering in 
Chicago last night that he would 
probably make it within a week. 

If the answer is “yes,” a chance 
might be created for Maxon to get 
back into GE tv receiver advertis- 
ing—in competition with its new 
successor. There was no indication, 
however, from Hotpoint that the 
division was even considering 
agencies at this stage. 

Also, if Hotpoint does enter tv 
set marketing it will probably be 
on a tentative and experimental 
scale for at least a year or two. 


@ When its tenure ends next sum- 
mer Maxon will have served more 
than a decade on GE tv sets, hav- 
ing started when they were first 
marketed. Similarly, it has adver- 
tised the radio sets from their in- 
ception at GE. 

As for Young & Rubicam, the 
new appointment gives it a strong- 
er-than-ever position as the No. 1 
GE agency. Aside from the Maxon 
accounts, about the only consumer 
products not handled through Y&R 
are clocks (N. W. Ayer), air con- 
ditioners (Ruthrauff & Ryan) and 
lamps (BBDO). 


GE PLANS RECORD 
TV SET AD BUDGET 

Syracuse, Jan. 10—General 
Electric has announced that its 
television receiver department will 
have “a record advertising budget” 
in 1956. 

Harold J. McCormick, the de- 
partment’s advertising manager, 
said the increased appropriation 
will mean greater use of all media. 

Consumer magazines and Sun- 
day supplements will be used to a 
greater degree than ever before 
and there will be more use of full 
‘color. Factory-paid newspaper 
space has aiso been increased, GE 
said. 


® In addition, GE tv sets will con- 
tinue to be promoted on two net- 
work television shows, “Warner 
Bros. Presents” (ABC) and “The 
20th Century Fox Hour” (CBS). 
The 1956 campaign also includes 
use of specialized publications to 
reach institutional markets such as 
hotels and motels. . 


Bevis Gets WBUF-TV Post 

Charles C. Bevis Jr., formerly 
staff assistant to Charles R. Denny, 
v.p. of NBC-owned stations, has 
been named general manager of 
WBUF-TV, Buffalo, newest NBC 
station. NBC took over the owner- 
ship of the station after the District 
of Columbia court of appeals ruled 
against the efforts of WGR Inc. to 
delay the purchase. 


Gillett Joins Juno Co. 

J. A. Gillett has been named ad- 
vertising and sales promotion man- 
ager of Juno Co. of Canada, Toron- 
to. He was formerly associated with 
weekly newspapers and Toronto 
printing companies. 


Fisk, home furnishings editor of 


public relations director of the American Furniture Mart, presented 
the Dorothy Dawe Award gold cups. 


Regan 


DOUBLE AWARDS—Tied for first place in coverage of home furnishings 
news in 1955 were two editors of two publications—both of Mere- 
dith Publishing Co., Des Moines, 
Furniture Market Convention, Chicago. The winners: Florence By- 
erly, home furnishings editor of Better Homes & Gardens, and Betty 


Risk 


Ia. The occasion: The American 


Successful Farming. Neil Regan, 


Cuicaco, Jan. 11—The annual 
international home furnishings 
winter market opened here this 
week on a high note of optimism, 
despite some soul-searching about 
price levels. Optimism about the 
market itself was supported by 
manufacturers’ reports of a record 
1955 and rosy predictions about 
the industry in 1956. 

Manufacturers, rather than re- 
tailers, appeared to be doing the 
fretting over the public’s reaction 
to higher prices. 

Buyer registration at the Mer- 
chandise Mart was up 30% over 
last year and was the highest, for 
the first two days, in the Mart’s 
history, Wallace O. Ollman, Mart 
general manager, reported. At the 
American Furniture Mart, regis- 
tration also was up. Lawrence H. 
Whiting, president of the Ameri- 
can Mart, said, “We had the sec- 
ond biggest opening day in the 
building’s history, exceeded only 
by the first postwar market.” 


® Discussing prices, Mr. Ollman 
said, “Prices are up slightly in 
most types of home goods, due to 


FCC Plan Offers TV 
to Small Communities 


via ‘Translators’ 


WASHINGTON, Jan. 12—On the 
eve of a Senate investigation of its 
efforts to promote better tv serv- 
ice, the Federal Communications 
Commission today came up with a 
plan to bring service to small, iso- 
lated communities through a sys- 
tem of inexpensive, low-power 
“translator” stations. 

Under this plan transmitters 
with power of no more than ten 
watts could be built in isolated 
areas to repeat programs picked 
up from existing commercial sta- 
tions. FCC estimated transmitters 
of this type could be obtained for 
as little as $1,000, bringing tv serv- 
ice within the cost range of com- 
munities which are too small to 
support their own stations. 

This latest plan to clear the way 
for tv to all parts of the country 
was announced as the members of 
the commission prepared to go be- 
fore the Senate commerce com- 
mittee next Tuesday to outline 
the steps they are taking to en- 
courage additional tv service out- 
side the top metropolitan areas. 


® House Judiciary Committee 
Chairman Emanual Celler (D., 
N. Y.) said today that he expects 
to begin an investigation soon to 
determine whether some regulated 
industries, such as radio and tele- 
vision, are controlling the commis- 
sions which are supposed to regu- 
late them. 

For the past year the commis- 
sion has been under intense pres- 
sure from the industry and from 
Congress to determine why there 
are only a trickle of applications 
for new tv stations, at a time 
when large sections of the country 
still have only one or two pro- 
gram choices. 


® This week Sen. Warren Mag- 
nuson (D., Wash.) wrote FCC 
Chairman George C. McConaughey 
that this committee would like all 
seven commissioners to be on hand 
Tuesday to answer questions about 
the commission’s handling of tv 
problems. 

FCC cautioned today that the 
proposed “translator” stations are 
not to be confused with boosters or 
satellites. The “translators” will be 
very low-power stations, operating 
on u.h.f. channels 70 to 83, where 
there are no other stations operat- 
ing at the present time. “Boosters” 
operate on the same channel as 
the mother station, and are used 


to fill gaps in coverage of a parent 
u.h.f. station. “Satellites” rebroad- 
cast programs of neighboring sta- 
tions on locally assigned channels. 
FCC pointed out that the “trans- 
lator” stations will not reduce the | 
coverage areas of established sta-| 
tions since they will be using a) 
portion of the tv band which is| 
unclaimed at this time. FCC also} 
said they would not be required 
to operate on specific schedules, 
but would be required to respect 
restrictions on the rebroadcast of 
programs belonging to others. 


Self Resigns as 
Ad Director of 


Schlitz Brewing 


(Continued from Page 1) 
eight years before he retired in 
1946 and moved to California to 
devote himself exclusively to writ- 
ing. When his successor at Schlitz, 
Theodore Rosenak, resigned to be- 
come ad manager of Blatz Brew- 
ing Co. in the fall of 1951, Mr. Self 
returned to the brewery (AA, Oct. 
22, °51). 

Mr. Uihlein said there is no 
connection between Mr. Self’s de- 
parture and the recent announce- 
ment that Schlitz will move its 
advertising account from Lennen & 
Newell to Biow-Beirn-Toigo (AA, 
Jan. 2). 


Weil Agency Is Now 
Gotthelf & Weil; Has 
New Oftices, V. P.s 


BurraLo, Jan. 10—H. J. Weil 
Inc. has changed its corporate 
name to Gotthelf & Weil. The 
agency was formed in 1948 by Mr. 
Weil and Stephen Gotthelf, re- 
spectively president and secretary- 
treasurer. 

The agency also has elected to 
vice-presidencies Ruth C. Quick, 
who was at J. M. Mathes Inc. be- 
fore coming to Weil as an art di- 
rector; Peter King, tv writer-pro- 
ducer on all Weil accounts, and 
David I. Levy, who was with 
Schenley Distillers’ promotion de- 
partment before joining the agen- 
cy. All three have been at Weil 
since 1952. Miss Quick will be in 
charge of art, and Messrs. King 
and Levy in charge of tv and cre- 
ative services respectively. 


higher manufacturing costs.” But 
he added that “technological im- 
provements and new materials” 
have, in some instances, reduced 
prices. 

Mr. Whiting, however, called 
the price situation “one of the 
dilemmas of the market.” He said 
that “unless retail price increases 
seem justifiable to the consumer, 
the chances are that he won’t pay 
them.” The manufacturer, on the 
other hand, is faced with the pos- 
sibility of “even higher costs.” 


= Most manufacturers and many 
retailers have made major in- 
creases in advertising budgets for 
the coming year—a few estimate 
vast hikes over 1955 expenditures, 
but, for the most part, budget in- 
creases are averaging about 20%. 
A few are planning to hold the 
line with “normal” ad budgets, 
although most in this group have 
planned a reallocation of media. 
Very few are cutting advertising 
allotments. 


e Major Appliances: An estimated 
14,000,000 major appliances were 
purchased in 1955, a new high to- 
tal, with individual buying records 
in five lines: dishwashers, dispos- 
ers, room air conditioners, electric 
dryers and automatic washers. 


= Color continues to brighten the 
appliance industry. Norge has 
joined the caravan this year, leav- 
ing only Magic Chef and Whirl- 
pool among the major companies 
not on the color bandwagon. Now 
17 or 18% of GE’s major appliance 
production is in color. Crosley & 
Bendix division of Avco Mfg. Corp. 
is featuring the first showing of 
colored appliances in its entire line 
—refrigerators, ranges, and freez- 
ers. 

Judson Sayre, president of the 


HARRY FEUER JR., formerly account 
executive of Bozell & Jacobs, 
Omaha, has been appointed mer- 


The agency also is moving to 
new quarters at 47 W. Huron St., 
Buffalo. | 


chandising manager of Chicago 
Show Printing Co., producer of 
point of sale material. 


Advertising Age, January 16, 1956 


Prices Are ‘Dilemma’ as Home Furnishings 
Market Chalks Up 30% Attendance Increase 


Norge division, estimated a 10% 
increase in the over-all appliance 
industry in ’56, and further pre- 
dicted that dryers will do better 
than any other line in the industry. 
He said his own company is look- 
ing forward to about a 16% in- 
crease in 1956 dollar volume. 


@ Television and Radio: The big- 
gest news in television in 1956 will 
|be the actual start of color televi- 
sion as a volume business. 

Allan B. Mills, tv merchandise 
manager of Radio Corp. of Ameri- 
ca, predicted that for the industry, 
1956 may not quite reach the unit 
sales total of 1955, a record year, 
but production of color tv sets will 
|be sharply increased, more manu- 
'facturers will enter the color-tv 
business, and prices, although gen- 
erally firm, may drop slightly on 
color receivers later in ’56, despite 
high manufacturing costs. 

Estimating that as many as 300,- 
000 tv color receivers may be pro- 
duced in 1956 by the whole indus- 
try, he said RCA expects to 
produce the bulk of the industry’s 
output early in the year, reaching 
a total of about 200,000 sets for the 
year. 

Fred Ogilby, v.p. of marketing, 
Philco Corp., also thinks produc- 
tion in the tv industry will remain 
the same as in ’55, with more em- 
phasis on color, which will “take 
off somewhere in the summer 
months.” 


e Furniture: The consensus of 
furniture manufacturers is that 
1956 will be another good year 
for the industry in general, despite 
increasing costs to manufacturers. 
Many manufacturers and mer- 
chants are talking about “upgrad- 
ing.” 

According to H. C. Philpott, 
president, United Furniture Corp., 
55 was an alltime peak year in 
furniture, both in production and 
sales. Sales at the manufacturing 
level averaged about 20% over 
1954, and it is estimated that ship- 
ments of household furniture 
reached $2.5 billion, exceeding the 
previous peak year by more than 
10%. 

Prices on case goods are expect- 
ed to be up about 10 to 15% over 
last year and in the upholstery in- 
dustry, the average price increase 
is estimated at 5%. Many makers 
are talking about price hikes after 
March 1. 


e Floor Coverings: New uses of 
color, bolder designs and a greater 
emphasis upon instalment selling 
are the high spots in the floor cov- 
ering industry, which has grown 
slowly in proportion to other home 
furnishings segments. 

Herbert L. Shuttleworth II, pres- 
ident of Mohasco Industries Inc., 
“would not be surprised with a 5 
to 10% gain in carpet sales over 
1955.” 

Paul M. Jones, president of the 
Carpet Institute, reported that 1955 
was the largest year in the history 
of soft carpeting, with sales of 
nearly 100,000,000 yards. 


© Bedding: The bedding industry, 
| which reached an alltime high fig- 
|ure in 1955, can attribute much of 
this success (10 to 15% increase) 
to an estimated 25% more conver- 
tible sofa and other double duty 
business produced by manufactur- 
ers, according to John W. Hubbell, 
v.p. in charge of merchandising 
|and advertising, Simmons Co. 

| Although bedding makers are 
| predicting 1956 also will be a big 
| bedding year, two problems must 
be solved if the bedding industry 
is to get its proportionate share of 
consumer spending, Mr. Hubbell 
feels. “Consumers must be con- 
| vinced they should replace worn 
| bedding, and manufacturers and 
retailers must be educated to use 
appeals other than price in selling 
bedding,” Mr. Hubbell asserted. 
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Loretta Young’s Fight For Health 


For TV GUIDE, 1955 was a big year. 


Average net paid circulation for the year’s issues 
was over 3,000,000—a gain of 900,000 over 
the 1954 average. 


As the year ended, circulation had reached an 
all-time peak of over 3,800,000. 
(publisher's estimate—12/31/55 issue) 


During December, newsstand sales were close 
to 3,000,000, a figure never before approached 
by any weekly magazine. 


TV GUIDE’s acceptance by advertisers grew at 
the same pace. Advertising revenue in 1955 was 
83% in excess of the 1954 total. As the year 
ended, contracts were in force with 27 national 
advertisers and with more than 100 regional 
and local advertisers. 


America’s Television Magazine 


National Advertising Office Advertising Offices in 28 Cities Including: 


400 N. Broad St. NEW YORK CHICAGO DETROIT 
Phila. 1, Pa. 10 Rockefeller Plaza 6 N. Michigan Ave. 76 W. Adams Ave. 
Rittenhouse 6-1600 JUdson 6-4300 RAndolph 6-9470 WOodward 2-5115 
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' Chicago is a hot market sipe, ¥ 


Another true-to-life story about some make-believe characters 


What’s hot 


when it’s cold 


in Chicago? 


a Nasal was a member of the Conservative Party who never ventured forth - 


in the sneezin’ season without ear muffs, galoshes and long red insulators. 


He devoted his life to sniffle prevention and battled the common cold with 


nose drop and lozenge from Cape Cod to Coronado. Our hero was president of 


Nasal Remedies Inc., whose infectious slogan, ‘‘Kerchoo shall not sound tonight’, 
was quoted at the drop of a handkerchief. 


Nasal reasoned that the common cold was common everywhere, so advertised his 


remedies widely with special emphasis on coastal areas BPE where he 


figured humidity, headaches and hibernal hazards were highest. He concluded 


that the midwest, being inland, was comparatively dry—so less susceptible to colds. 
=? 


But along came Joe with a full-blown nose. 


Joe had caught his death of damp foolishness plodding Windy City pavements in grey 
flannel suit for the Chicago Tribune advertising department. 
‘“‘Kerchoo”’, said Joe, reaching for a Kleenex, “take it from a nose that knows, 


for cold remedies.” And research proved Joe right. 


Medical experts agree that high humidity, crowded public places and run-down 
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physical conditions are important cold producers. Chicago is more humid in the 
— 
winter than the upper east coast, because of air currents 


a 

from the Gulf plus proximity to Lake Michigan. Almost all Chicagoans are subjected to 

big crowds, and the city’s break-neck pace keeps people poohed and fido-fatigued. 

In addition, Chicago’s 762,000 beautiful working dolls, who often sacrifice warmth for 
Gq 

whistles, Sg are prime prospects for the sniffles. 


So if you sell anything from antibiotics to hot-buttered zombies, remember 


all the cold-catching candidates in the Chicago market. If you sell anything else, remember 


that the Chicago Tribune knows its onions set) se when it comes to little- 


known facts that will help you solve your Chicago marketing or sales problems. 
Nobody knows Chicago like the Tribune. 
The Tribune has spent several million dollars to find out facts that vitally affect 
your Chicago sales. It knows who your best customers are, where they live and shop, 


why they buy. This valuable information is yours for the asking. 


OR ME f 7 
Nothing sells the Chicago market like the Tribune. 


Retail sales in Chicago and the 206 Chicagoland counties are big—valued 


at $17 billion. And the best way to sell this market is through the Tribune. Does advertising in 


the Tribune pay? Just ask advertisers like Sara Lee, Northwest Airlines, 


i— 
Edgar A. Stevens and Thomas Cook & Son. =S ar & 
People may praise the Tribune, fuss about it or blast it—but reading the Tribune 


CR a 
> in Vienna. Almost everybody does 


in Chicago is just like waltzing 
it. Everybody feels its impact. Practically 3 out of 4 families in the Chicago 


metropolitan area read the Tribune—almost half of all the families in 839 midwest 
towns read it. (Only 12% of metropolitan Chicago gets the largest national magazine—and 
less than 1 out of 10 tunes in on an average evening TV show.) 

So if you want to know something about Chicago, call in a 

joe from the Chicago Tribune and put him to work finding out. 


P. S. Always remember .. . if you want to SELL Chicago 


TELL Chicago in the Tribune. Chicago Tribune 


THE WORLD’S GREATEST NEWSPAPER 
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Youth Can't Be Denied 


Occasionally in the past, we have commented on the fact that ad- 
vertising men not only die at an average age somewhat younger than 
the remainder of the population, but they have a distressing tenden- 
cy, in a business sense, to die on the vine at an extremely early age. 

We have pointed out that while “advertising may be a young man’s 
business,” there is no point in assuming that a copywriter or any 
other kind of creative man has shot his wad by the time he has 
turned 40. We have, indeed, pleaded seriously for the “older man” 
and his know-how, his experience, his knowledge, his instinctive re- 
action to a situation. 

All of this pleading has been eminently sincere, if you will permit 
us an extravagant phrase. And year by year, as we ourselves have 
approached alarmingly closer and closer to the age of dotage, our 
sincerity has grown by geometric progression. Old men indeed! We 
youngsters are just getting started! 

And yet we think the time has come when we must admit that ad- 
vertising is, after all, a young man’s business, and it will never be 
anything else. Advertising is a business of optimism, of enthusiasm, 
of continuing and (alas) youthful excitement and entrancement with 
the world around us—a business in which there is fun and virtue in 
selling an extra shirt, or a particular brand of coffee, as well as profit. 

Much as the oldster may hate to admit it, there is no room in this 
perennially youthful world for anyone who has lost the excitement 
of discovery, of new worlds to conquer, of youth. And there never 
will be. 

We can declaim—and with considerable justice—that all this is an 
attitude of mind, and not a date in a family Bible; and we would be 
right. But after that, we would still have to admit that all advertis- 
ing, and all selling, must inevitably embrace the enthusiasm and the 
excitement of a youthful outlook, or it becomes a sordid and an un- 
pleasant thing. 

Yes, advertising is a young man’s business. Thank goodness, some 
of the youngest men and women we know were born around the 
turn of the century ...or maybe somewhat before! 


Studies of Brand Loyalty 


For those interested in the subject of brand loyalty—and who isn’t 
—there is food for thought, and a considerable element of disappoint- 
ment, in the report given elsewhere in these pages of a study by 
Prof. Ross Cunningham of Massachusetts Institute of Technology. 

Intrigued by such previous studies as the detailed study of brand 
loyalty conducted for Apvertistnc Ace by George H. Brown—then 
professor of marketing at the University of Chicago and now director 
of consumer research for Ford—Prof. Cunningham made a detailed 
investigation of brand loyalty, using the Chicago Tribune consumer 
panel as his source of data. 

Prof. Cunningham found that brand loyalty does exist—“there are 
many instances where 90% or more of a family’s purchases have 
been concentrated on a single brand over three whole years”—but 
that there seems to be no logical pattern to such loyalties. 

His studies indicated that there were no such things as “loyalty- 
prone families”—that is, that families which showed intense loyalty 
to one brand showed no similar pattern with other commodities. Also, 
he failed to find any relation between brand loyalty and socio- 
economic status, size of family, whether a large or small user of a 
particular type of product, or any other distinctive characteristic. 

He did find one thing which should not be too surprising, but 
which should not be forgotten, either: Purchases on special deals or 
offers tend to be concentrated largely among those with low brand 


loyalties. 


Gladys the beautiful receptionist 


—Gus Clark, Detroit. 


“Wants to change his type face?” 


What They're Saying 


Happiness 

That fellow Gallup comes up 
with some highly significant find- 
ings once in a while. We were par- 
ticularly intrigued by one of his 
recent polls which indicated that 
people would be happier if they 
had more money. You could have 
knocked us over with a deposit 
slip... 

What we need next is a poll to 
determine what happiness is. Al- 
though the memory of our sopho- 
more psychology course is quite 
dim, happiness was no doubt de- 
fined as “the state of being happy” 
or “the opposite of unhappiness,” 
neither very enlightening. Philos- 
ophers have tried for centuries to 
distinguish between material hap- 
piness and spiritual happiness. 
The latter is theoretically more de- 
sirable but it is not an easy con- 


ilization. 

To our simple way of thinking, 
monetary happiness is largely a 
matter of relativity—of keeping 
ahead of the Joneses and of feel- 
ing “better off” than last month 
or last year. Time was when in- 


luxury, but today people are un- 
happy if forced to struggle along 
with one automobile instead of 
two. 

—Herbert A. Leggett, editor, in 


“Arizona Progress,” published by 
Valley National Bank, Phoenix, Ariz. 


Lily Too White? 


agencies to handle public relations 
for clients—perhaps as a back- 
door way to cut rates? This moss- 
covered question popped again at 
the San Francisco convention of 
the Public Relations Society of 
America, a group dedicated to im- 
proving the public relations of 
public relations people. While no 
‘one seemed to know the answer, 


'p.r. men present agreed that any | 


| public relations program intended 
|to promote sales and paid for by 
| sales was detrimental to the cause. 
_ “Public relations,” argued one 

panel member, “is a function of 
| over-all management and not mar- 
| keting.” Hence, a public relations 


cept to sell to a gadget-happy civ-| 


door plumbing was the height of! 


project done by an advertising 
agency would be a throwback to 
the press agent era of public rela- 
tions. While we agree that public 
relations is a management func- 
tion, we wonder at times if our 
friends in public relations are not 
trying to paint the lily too white? 
After all, good public relations is 
largely good communications, 
about which ad agencies are sup- 
posed to know a great deal. 


—J. C. Aspley, editor and publisher, 
in the December issue of American 
Business. 


Comment on Retailing 

The store that knows well 
enough that you cannot fiddle 
with customers’ fancies for any 
length of time and find financial 
success; the store that never has 
employed outrageous price com- 
parisons, excessively enthusiastic 
quality claims, or knowingly has 
misrepresented anything, is the 
store that employs me; and I hope 
you will forgive me if I express 
my pride in its principles. 

The stores that sin—and for- 
tunately there are few of them— 
are sowing ugly seeds that soon 
sprout and sag. The results of 
rampant opportunism are disas- 
trous from a customer loyalty 
standpoint, and the mistaken mer- 


|chant either reforms or retires 


from the marketplace rather 


abruptly. 
—Budd Gore, publicity director, The 
Halle Bros. Co., Cleveland, speaking 
before the Columbus Advertising Club. 


Is it unholy for advertising | 


Ruined by Advertising 

Bankrupt dealer: “Too much ad- 
vertising has ruined me.” 

Builder: “What do you mean? 
You never spent a cent in your life 
on advertising.” 

Dealer: “That’s true, but my 
competitors did!” 


—News release from West Coast Lum- | 


bermen’s Assn., Portland, Ore. 


No Go 
| “Workley,” the boss said, “I 
don’t think you are executive ma- 
terial. You write your name so 
plainly people have no trouble 
—. kg 

mg 


The Phoenix ——w 
Phoenix Metal Cap Co 
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| Rough Proofs 


The maker of Cascarets told 
Lou Wasey, “The whole world is 
constipated.” 

Of such simple truths are great 
successes born. 

. 

“Wage Town’s millions,” reports 
True Story, “largely reject the 
more sophisticated ways of white 
collar living.” 

Does this mean they still prefer 
to drink their beer out of the can? 
* 

Hunt Foods will pioneer by pro- 
moting catsup in Harper’s Bazaar 
and Vogue. Maybe in media edited 
for the great common people the 
product will be designated ketchup, 
unless that version is copyrighted 
by Heinz. 

© 

“Anacin account moves from 
Biow to Ted Bates,” reports the 
world’s greatest advertising jour- 
nal. 

Losing billings of $8,000,000 is a 
headache not even this product can 
alleviate. 

+ 


Discount houses are becoming 
more like traditional merchants, it 
was reported at a Toronto AMA 
meeting. 

“Traditional merchant” may be 
defined as the one who has the 
business. 


“Bearded ‘envoy’ is a new sym- 
bol in Samovar vodka ads,” the 
headline says. 

Let’s see now, what other bev- 
erage has successfully featured a 
bearded emissary to tell its story? 


“Medic,” which helped Dow 
Chemical put over Saran wrap, is 
to be sidetracked for another ad- 
vertising vehicle. 

NBC may regard this as the 
most unkindest cut of all. 


AA exclaimed over the arrival 
of ITU’s Randolph in Detroit to 
handle negotiations in the news- 
paper strike. 

This may be the first time on 
record Woodruff was compared 
favorably with Paul Revere. 


Automotive Industries predicts 
a 5-10% decline in 1956 output, 
based on a “moderate tightening 
of credit.” 

The FRB may want the boys to 
complete paying for their cars 
while they’re still running. 


Ernest Jones, the new president 
of MacManus, John & Adams, has 
worked for no other agency. 

He believes in the value of a 
ground attack as compared with 
the forward pass. 


“Men are the bosses,” asserts 
True. “They either make the pur- 
chase or dictate the brand selec- 
tion.” 

Never underestimate the power 
of a man, even if he gives his pay- 
check to a woman. 

* 


The Department of Agriculture 
is pleased to report good news of 
rising consumption to one group 
of its clients, the tobacco farmers, 
and it hopes the Department of 
Health, Education & Welfare will 
see fit to cooperate. 

Copy Cus. 
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- Advertising Linage is the Final Measure 
of a Newspaper’s Sales Power 


TOTAL 


ADVERTISING 
1955 


How do 


advertisers 


rank 


Philadelphia 


Bulletin 


31,700,000 lines | 


INQUIRER 
39,200,000 lines 


ll (: | | \ il CT \ ? In 1955, The Inquirer published the largest volume of advertis- 
* ing ever carried by any newspaper in the history of Philadelphia 


— 39,200,000 lines ... a gain of 2,000,000 lines over 1954 


... a leadership of 7,500,000 lines over the 2nd newspaper. 


1955 marked the 22nd consecutive year that advertisers have 
made The Inquirer their first choice for sales in Delaware 


Valley, U.S.A. 


First in National Advertising 


First in Retail Advertising 


First in Classified Advertising Sidisten tclattiteaiiintaiiialiai 


First in TOTAL Advertising 


West Coast Representatives: 


Che Philadelphia Prguirer 


Constructively Serving Delaware Valley, U.S.A. 


NEW YORK—ROBERT T. DEVLIN, JR., 342 Madison Ave., Murray Hill 2-5838; 
CHICAGO—EDWARD J. LYNCH, 20 N. Wacker Drive, Andover 3-6270; 
DETROIT—GEORGE S. DIX, Penobscot Bidg., Woodward 5-7260. 


SAN FRANCISCO—FITZPATRICK ASSOCIATES, 155 Montgomery St, Garfleid 1-7946; 
LOS ANGELES—FITZPATRICK ASSOCIATES, 3460 Wilshire Boulevard, Dunkirk 5-3557. 
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S&H Becomes an 


Advertiser; Names 
Sullivan, Stauffer 


(Continued from Page 3) 


Goode Resigns from JWT 
Richard Goode, “Lux Video 
Theater” tv director, is resigning, 
effective Feb. 15, from J. Walter 
Thompson Co., Los Angeles. Mr. 
Goode joined JWT six years ago 
and moved with “Lux Theater” 
from New York to the West Coast 
in 1953. He plans to remain in 
| California, but will divide his pro- 
| fessional time between Hollywood 


| McBride Becomes Partner 

| Lyman B. McBride has been 
admitted as a partner in Fitzpat- 
rick Associates, advertising repre- 
sentative. Mr. McBride, who joined 


the company in 1954, will continue 
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al marketing manager in New York; City; WBRG, Lynchburg, Va., and 
‘for Tide Water Associated Oil Co.,| WFHG, Bristol, Tenn.-Va. 


has been appointed marketing 
manager of the company’s eastern 
division. He joined Tide Water in 
1930 as a tank-truck salesman. 


to work from the San Francisco | 


office with Joseph A. Burns. The | 
other two partners, Victor Baum-| 


gartner and Robert Sala, are in the 
Los Angeles office. 


business. “The services of a nation-| and New York as a director and| 


al advertising agency,” he said, 
“are related to our expansion plans. 


® “This contemplates,” Mr. Schir- 
er said, “wider public knowledge 
and understanding of the econom- 
ics of our business, the role we 
play in the free enterprise com- 
petitive system and the advantages 
to retailers in the use of the S&H 
green stamp service.” 

Sperry & Hutchinson is credited 
with being the first company to 
specialize successfully in develop- 
ing and promoting trading stamps. 
It operates in 44 states, employs 
several hundred salesmen and has 
warehouses in San Francisco; Los 
Angeles; Boise; Portland, Ore.; 
Fort Worth and New York. 

In the past, the company has 
merely participated in cooperative 
advertising. So far as could be 
learned, it has never advertised 
nationally. 

During the past year and a half 
the trading stamp business has 
been vigorously attacked, partic- 
ularly in the Midwest and Far 
West, chiefly by Safeway Stores. 
which has claimed that trading 
stamps are used as an unfair de- 
vice to cut prices. 


® Safeway is alleged to have sac- 
rificed some of its 1954 profits to 
fight trading stamp activities, and 
this, in turn, is believed in some 
quarters to have been responsible 
for the resignation of Lingan A. 
Warren as president of Safeway 
last year (AA, Sept. 5, °55). 

In 1955 bills were introduced in 
24 state legislatures to prohibit or 
restrict the use of trading stamps 
(AA, July 25, '55). Most of the 
bills died in committee, but in Utah 
a law became effective making it 
illegal for merchants to reduce 
prices by use of trading stamps. 
This law is being contested in the 
courts by Sperry & Hutchinson. 

Early last year, the state of New 
Jersey brought suit against Sperry 
& Hutchinson under the state’s 
escheat law, claiming all funds set 
aside by S&H for stamps issued but 
unredeemed between 1896 and 1950 
(AA, Feb. 14, June 6, 55). Trial of 
the suit has been set for June 18. 


® Nobody at Sperry & Hutchinson 
will admit that controversy and li- 
tigation have had anything to do 
with the company’s decision to use 
national advertising to place its 
case before the public. But it is 
generally believed in the trade 
that the experiences of the last 
year and a half have convinced 
S&H management that national ad- 
vertising offers it the best means 
of presenting facts and arguments 
that will create public and busi- 
ness opinion favorable to trading 
stamps. 

S&H officials declined to discuss 
how Sullivan, Stauffer, Colwell & 
Bayles was selected as the com- 
pany’s advertising agency. AA 
has learned that a management 
committee made the selection after 
eliminating a list of about a dozen 
other agencies which made both 
formal and informal presentations. 


Being interested 


or just being curious 
HII © Siecand taking tiene. Let's hope 
JAY P ors is not one-sided, and it will 

do both of us good. See samples. 


VEBER sonerees nreeweet 


| writer for both tv and motion pic- 
tures. 


| Tide Water Promotes Jimenez 


J. G. Jimenez, assistant division- 


Keystone Adds 6 Affiliates 
The Keystone Broadcasting Sys- 
tem has added six new affiliates, 


| bringing its total to 872. The new 


affiliates are WSUX, Seaford, Del.; 
WSYL, Sylvania, Ga.; 
Forest, Miss.; WLDB, Atlantic 


| 


WMAG, | 


Motorola to Expand N. Y. Plant 

Motorola Inc., Chicago, plans a 
$1,000,000 building program to ex- 
pand its car radio tuner manufac- 
turing facilities in Arcade, N. Y. 
The plans call for a 30,000 sq. ft., 
one-story addition to the present 
building, which has 60,000 sq. ft. 
of manufacturing space. Comple- 
tion is scheduled before the end of 
the year. 


Industry-Wide, Industry-deep : 
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Leaves Studio Films 


Norman S. Ginsburg has resign- 
ed as director of advertising and 9m How Viewers Liked Show, Commercials 


sales promotion for Studio Films, 
New York tv producer-distributor. New York, Jan. 12—Now Qe | Gas Most of these ‘eports, how- | 


His successor has not been an-/itative Research can tell a sponsor 


7 7 f : The fast report, like the routine 10- 
‘Qualitative Research Offers 36-Hour Service ee em ee 


program and the commercials. 


nounced. | how people reacted to his tv com-| 10 days or so. | forms the sponsor what percentage | 
mercials the afternoon after his) The super-speed service—prom-|of the people who watched the | 

Hershey Joins Botstord show. ised within 36 hours ifter the end | show saw his commercials. There | 
Barbara Hershey, formerly with This research company, which is| of a telecast—came about as a re-|is a breakdown of reasons-why- | 


Wyckoff & Associates, San Fran-|an affiliate of Trendex, has been sult of requests from advertisers| not for viewers who didn’t watch | 
cisco, has joined the media staff of making studies of audience reac-| who wanted a fast ndication of | the commercials. For those who did | 
Botsford, Constantine & Gardner, | tion to commercials and programs | |how their commerc ls or shows) there is a breakdown on the copy 
San Francisco. in 15 multi-station cities for some|had gone over with the audience.| points remembered. 


Editorial Appeal 


The “pros” 
behind the prose 


---and the army behind them 


What makes editorial excellence? 
Opinions vary. 
Some say the brilliance and personality of the editors. Others believe that 
experience is the key. Still others hold that editorial excellence is in direct 
proportion to services and facilities available to the editors. 
We —and the thousands of oilmen subscribing to Petroleum Week—agree with 
all of them. 
For here is a magazine whose editorial staff has each of these ingredients—in 
abundance. 
And behind this staff is a real army of services—the largest group of technical 
and business communications experts in a single publishing organization in the 
world: 
Domestic Correspondent Network... largest 
business-paper Washington Bureau... Economics 
Staff... Research Department... World-wide 
Field Photo Service... Reference Library 


Yes, it’s easy to see why your oilmen-customers, industry-wide and industry-deep, 
have turned to Petroleum Week—and why it’s the place for your advertising to 
oilmen. 


PETROLEUM WEEK 


330 West 42nd Street, New York 36, New York 
Communications for Men Who Matter in Oil 


Cross 


A McGRAW-HILL 
PUBLICATION 


people liked and disliked about the | 


15 


The 36-hour report costs only a 
little more than the slower version 
—about $50 extra, to cover the cost 
of telegrams, for one commercial 
and about $25 for each additional 


ever, have not been available for # For commercials this report in- ‘commercial studied. 


This is the second example in re- 
cent weeks of accelerated service 
‘offered by a rating organization. 
Previously (AA, Jan. 2) American 
Research Bureau, Washington, an- 
nounced an “Overnight National” 
lrating, in which a_ probability 
sample checked on a given evening 
show can be produced as a rating 
figure by the following noon. 


‘Farm Power’ Bows 

Farm Power, a new magazine for 
farm electrification, wiii be pub- 
lished for the first time this month 
by Roy H. Park Inc., Ithaca, N.Y. 
The magazine replaces Co-op Pow- 
er, which was discontinued with 
the December, 1955, issue. Accord- 
ing to the publisher, the editorial 
and business staffs of the new 
magazine will remain essentially 
the same as those which produced 
Co-op Power. 


A miss is as good 
as a mile! 


.. Without WMAZ-TV 
you miss the middle 
Georgia Market! 


Capital of the Middie Georgia market 


is Metropolitan Macon... farther from 
Atlanta than Philadelphia is from New 
York. 


And it’s a fact. No “outside” TV station 
has—or ever has had—adequate penetra- 
tion of this industrially-rich, agricultur- 
ally-prosperous market. Or of much of 
the 47 county area in which WMAZ-TV 
is the favorite with over 110,000 tele- 
vision-owning families . . . spending 
$388,620,000 in retail stores last year. 
Audience surveys reaffirm this...again 
and again! Consider these facts: 
MACON is rich. Retail sales up 25% 
in five years. 
MACON is growing fast. Population 
doubled in the past decade. 
Macon belongs in your Marketing 
Plans. 
You can and should sel! your products 
.. in big quantity . . . at high profit. . . 
in Middle Georgia. 


WMAZ-TV, Macon’s only television 
Station, will do the job. Will do it suc- 
cessfully! 


CBS - ABC - NBC 


Represented Nationally by 


AVERY -KNODEL, Inc. 


Lf fy ; 
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Canadian Gross 
Product May Rise 8% 
in ‘56, Rice Says 


| production figures. 


Assn. In an address to the Hamil- | development and can’t be expected 
ton Rotary Club, Mr. Rice forecast |to reach their maturity peak for 
a possible 8% increase over 1955 | some time yet, he stated. 


The Canadian consumer market 


| While boom conditions in the also will show increasing activity 
|U. S. were expected to level off in | for some time, Mr. Rice predicted. 


Toronto, Jan. 10—A continuing |’56, there is little likelihood of|There are still too many things 
climb in Canada’s gross national|such a slackening in Canada, he! Canadians want to buy for it to be 


product in 1956 is seen by T. A.| said. 
Rice, of Hamilton. Ont., president 


otherwise, he said, pointing out 


The majority of Canada’s enter-| that no market has yet been sat- 


of the Canadian Manufacturers prises are designed for long-term urated in Canada. “Given adequate 


“Getting Personal?” 
Yes! 


26 times a year we print these messages next to 
Advertising Age’s famous “Getting Personal” column 
because IRE is only concerned with people! 


Everybody talks about the fabulous electronic 
industry but IRE does something about the engineers 
who make it. “Proceedings of the IRE” is owned by 
and published for 40,000 of these engineers. The IRE 
DIRECTORY lists them, and their firms and products. 
The IRE Convention and Radio Engineering Show 
brings them together to exchange information. 


Yes, IRE is “personal” in its service to the key 
men who make the electronic industry. 


Engineers are educated 


to specify and buy. 


INSTITUTE OF RADIO ENGINEERS 


Advertising Department 
1475 Broadway, New York 36, N. Y. 


Pn 
Mais 


Proceedings of the [RE 


é a : 
PERL 4s 


|protection, Canadian manufactur- 
ers are lining up to supply those 
|needs,” he said. 


le About $300,000,000 of °55’s in- 
crease in gross national product 
came from boom crop production, 
which might not be repeated, he 
said. However, the non-agriculture 
section of the economy in the sec- 
ond quarter of the year alone ran 
|\8% ahead of the annual average 
\for ’54. This segment of the eco- 
/nomic picture is not likely to be 
|changed at a moment’s notice, Mr. 
Rice asserted. 

He envisaged Canadian exports 
of $4.7 billion in ’56—some $300,- 
| 000,000 or more above the estimate 
|for °55. This prediction he based 
|on a 12% increase in the first 10 
/months of 55 and the assumption 
|that it will be repeated in °56. 

Return of the Canadian dollar 
to about par with the American— 
though in some respects an un-| 
favorable factor—should help Ca- 
nadian sales in the U. S. and might 
help check the flow of American | 
goods into Canada. “Much of this | 
flow was promoted by an avid) 
search for the higher-valued Ca-| 
nadian currency,” he pointed out.) 

Mr. Rice said there is also a 
movement among Canadian ex- 
porters to return to “our tradition- 
al relationship” with Britain. 
Heavy reliance on American mar- 
kets, it is felt, is putting too many 
eggs in one basket. This feeling 
was borne out in '54, when busi- 
ness recession in the U. S. crossed 
into Canada, he said. 


|Berns Named V. P. 

Roland Berns, formerly an ac- 
count executive, has been ap- 
pointed v.p. of Allan David Ad- 
vertising, Chicago. 


the opinion makers 


The surest way to sell an idea to a whole 

nation is to sell it first to those who are 
4 accustomed to ideas. It also happens to 
mm be the least expensive way. 
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Getting Personal 


Announcement has been made of the engagement of Joyce Marie 
Sothern to Frederick L. Engelman, research department, Young & 
Rubicam, New York. The wedding will take place next autumn.. . 

“How to Succeed Without 
Really Trying,” by Shepherd 
Mead, successful v.p. of Ben- 
ton & Bowles, is now avail- 
able to the masses. Ballan- 
tine Books published a 
paperbound 35¢ edition on 
Friday the 13th. Over 48,000 
copies have been sold in the 
original Simon & Schuster 
edition. .. 

Three admen have been 
named top winners in Red- 
book’s cheese recipe contest 
for advertising people. Win- 
throp Hoyt, board chairman 
of Charles W. Hoyt Co., 
won with his hot cheese 
ecanapes (which just happen 
to include Gulden’s mustard, 
a Hoyt account). Robert E. 
Mulvogue, v.p. of Wolfe- 
Jickling-Conkey, Detroit 
agency, won with a recipe 
for Cheese Crabmeat De- 
light, which he discovered 
while touring in Holland. 
The Spanish recipe, Agua- 
cate Queso, was a winner for 
Jack Mohr, general manager 
of the Lentheric division of 
Olin-Mathieson Chemical 
Corp. The prizes? Fancy as- 
sortments of cheeses, na- 
turally... 

The Veterans’ Hospital on 23rd st. and the East River in New York 
now has $1,500 to purchase photographic murals for its dining room 
—thanks to the Christmas contribution from Young & Rubicam em- 
ployes. This is the tenth consecutive year that the Y&R staff has 
donated to a U.S. veterans’ hospital. . . 


RETIRING—Florence Johnson, retir- 
ing from Foote, Cone & Belding, 
Chicago, after 49 years’ continuous 
service, receives an enlargement 
of an expense voucher for a trip 
for two to Hawaii. Fairfax M. 
Cone, agency president, does the 
honors. 


CHANGE OF LUCK—Richard A. Baur (left), who claims he’s never 
won more than a box of peanut brittle in his life, made up for it 
at a recent New York Adclub meeting by drawing a pair of Sabena 
Belgian World Airline tickets to Europe, presented by Fuller & 
Smith & Ross. Making the presentation are D. W. McDonald (right), 
Sabena account executive at F&S&R, and Charles C. Green, man- 
aging director and past president of the club. Mr. Baur, who is in 
the outdoor advertising department of Young & Rubicam, is a na- 
tive of Paris, but has not been abroad since he was brought to 
the U.S. as a child. 


Jerry F. Crollard, Ruthrauff & Ryan, Seattle, has been elected 
president of the Advertising Golf Assn. of Washington for 1956, sec- 
ond year of the association. Other officers: Robert Hagist, Pacific 
Coast Paper Mills, Bellingham, Wash., senior v.p.; Wallace J. Mac- 
kay, Miller, Mackay, Hoeck & Hartung, v.p. for public relations; 
Charles Lindeman, Seattle Post-Intelligencer, v.p. for intercity rela- 
tions; William Haigh, Seattle Times, v.p. for golf; R. BH. Burke, the 
Burke Co., secretary; Gus Asplund Jr., Seattle-First National Bank. 
treasurer; and Nancy Davis, assistant secretary-ireasurer of the golf 
association. A dance and five tournaments are on the 1956 sched- 
ae 

When Lawrence Nolte, advertising manager of White King Soap 
Co., Los Angeles, appeared on the KTTV, Los Angeles, panel show, 
“Mr. Genius,” he wound up as “best member” of the five-man pan- 
el by answering more than 70% of the questions asked. For this he 
won a war bond and a weekend at Las Vegas. . . 

Maurice Bronner, Olian & Bronner, Chicago, spent the Christmas 
holidays in Hollywood, Fla., with his family .. . 

Mr. and Mrs. Frederick Duncan Murphy of Montclair, N. J., cele- 
brated their golden wedding anniversary on Dec. 19. Mr. Murphy 
is president of the Art Gravure Corp. of New York and v.p. and 
general manager of Art Gravure Corp. of Ohio, Cleveland. . . 

Evelyn Diamond, animation artist at Famous Studios, and Robert 
Firestone, film editor at Transfilm, were married in New York on 
New Year’s Day... 
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FARMERS like Leonard L. Tupy, Winne- 
shiek County, Iowa, are yours to sell through 
Wallaces’ Farmer and Iowa Homestead. 
They are the World’s Biggest Farmers...with 
incomes more than twice U. S. farm average. 

Because their operations are on a big 
scale, their needs for modern farm-and-home 
operations are equally big—so big, it will 


SHAKE HANDS WITH 
IOWA... THROUGH 


Ree ee Se ee a 


se 
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pay you to take a new look at your Iowa 
sales potential and at the medium that can 


‘ do the most effective selling job for you. 


Practically all of Iowa’s best farm families 
subscribe to Wallaces’ Farmer and Iowa 
Homestead. They prefer it 6 to 1 (see chart) 
over any other farm publication. Let us give 
you complete market facts. 


Wallaces’ 

Farmer 
bo 6% FARM PUBLICATIONS IOWA 
bd FARMERS WOULD PREFER 


TO READ IF THEY COULD 
“READ ONLY ONE.’’* 


=. Farm F. F 

L arm 

a. Mag. Mag. C Mag D 
. 6.6% 6.4% 4.7% 

NS 


“From “inFarmation Please No. 2", aréa sampling survey 
conducted by Statistical Laboratory of iowa State Coliege. 


WALLACES’ FARMER acd IOWA HOMESTEAD 


RICHARD S. PIERCE, PUBLISHER * DES MOINES, IOWA 
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Another thinly disguised WJR success story 


We gota littie behind in our overalis 


We've said it before: If you’ve got some- 
thing to sell on WJR, just be sure you’ve 
got enough to go around. Here’s why we 
say it again: 

A man who makes overalls bought a 
13-week campaign on WJR to help move 
his jeans. 

He renewed 13 weeks later. With his 
new contract came two commercials ask- 
ing people to please be patient about 
one brand he’d featured on the earlier 
schedule. The factory was a month behind 
on orders. 

“This,” he wrote happily, “is truly a 
fine testimonial to the results obtained 
over your station.” 


For, as Alfred Politz Research, Inc. dis- 


covered in a recent comprehensive survey 
of radio listeners in the area, there’s no 
medium as well attended as WJR, Detroit. 

Politz measured a four-state portion of 
the primary coverage area. He found that 
41 percent of all listeners keep their dials 
at WJR. The rest are split between 196 
other stations. 

There isn’t another single unit medium 
of any kind that can reach as many buyers 
in the market as WJR, and the 16,000,000 
people in our coverage area buy a lot of 
overalls—and a lot of cars, toothpaste, 
razor blades and gumdrops. 

Your advertising manager is really up 
to date on WJR if he has read the new 
Politz study. 


The Great Voice of the Great Lakes 


WJR ...:: ; 


50,000 Watts CBS Radio Network 


Don't be left out in the cold— <= 
prevent 


home fires 


Commerce Dept. Sees Newsprint 
Tightening Up as Ad Volume Soars 


(Continued from Page 1) 
explained: “Editorial service to 
readers and advertising service to 
readers and advertisers.” 

In 1941, it said, newspapers were 
approximately 40% advertising 
and 60% editorial. Currently the 
ratio is reversed. “In terms of 
newsprint consumption, editorial 
content has increased approxi- 
mately 12% between 1941 and 
1955, while advertising content has 
risen about 150%. 

“The interacting relationship be- 
tween advertising and circulation 
is such that as circulation in- 
creases, a larger volume of adver- 
tising is attracted. Since advertis- 
ing accounts for a considerably 
larger percentage of revenue than 
circulation, there is constant pres- 
sure to increase profitability by 
increasing advertising. 


® “To attract more advertising, 


‘circulation must be built up by 


reader interest. Therefore, editorial 
content tends to increase with ad- 
vertising.” 

Mr. Shook said the Bureau of 
Advertising of American News- 
paper Publishers Assn. believes 
newspaper advertising volume 
could increase 10% in first half of 
1956 if newsprint were available. 
Estimates in the report of a 33% 
increase in advertising linage by 
1965 are based on a projection as- 
suming that advertising volume 
will continue to increase at the 
same rate as personal income, an 
assumption supported by experi- 
ence during recent years. 

Assuming a population of 190,- 
000,000 and disposable personal in- 
come of $380 billion by 1965, the 
report said, newsprint require- 
ments would go from 6,575,000 
tons in 1955 to 8,250,000 tons. 
Daily newspaper circulation 
would increase from 56,158,000 to 
66,254,000 and Sunday circulation 
from 46,962,000 to 56,789,000. Av- 
erage pages per issue of dailies 
would expand from 40 to 53, and 
for Sunday papers, from 134 to 179. 


= When members of the subcom- 
mittee sought assurance that needs 
of small publishers can be pro- 
tected without government inter- 
vention, Mr. Shook expressed con- 
fidence that publishers would take 


care of hardship situations. 

Rep. Arthur Klein (D., N.Y.), 
the subcommittee chairman, said 
he was not worried about the met- 
ropolitan newspaper. Pointing out 
that the New York Post recently 
carried a 20- to 30-page ad for a 
single store—Macy’s—he said pub- 
lishers, as an emergency measure 
ought to raise their advertising 
rates and cut down on the amount 
of advertising. 

At least three congressional 
committees currently are explor- 
ing ways to stimulate expansion of 
the newsprint industry. In addi- 
tion to the House interstate news- 
print subcommittee, the Senate 
commerce committee and the Sen- 
ate banking and currency commit- 
tee have indicated their interest. 


® After an executive session of the 
Senate commerce committee, Sen. 
Warren Magnuson (D., Wash.), 
the committee chairman, said to- 
day that committee members fear 
U. S. newspaper publishers are “at 
the mercy of Canadian producers.” 
He said his committee intends to 
find out if anything can be done 
to stimulate newsprint production 
outside Canada. 


PRSA Elects Willett 

Kenneth B. Willett, v.p. of the 
Hardware Mutuals Insurance Co., 
Stevens Point, Wis., has been 
elected president of the Wisconsin 
chapter of the Public Relations So- 
ciety of America. Other officers 
are Greta W. Murphy, director of 
p.r., Milwaukee School of Engi- 
neering, and John H. Paige, v.p. 
in charge of p.r. for Wisconsin 
Telephone Co., Milwaukee, v.p.s; 
William W. Cary, secretary of the 
board of trustees, Northwestern 
Mutual Life Insurance Co., Mil- 
waukee, secretary, and Edward R. 
Moore, Kenosha, regional p.r. di- 
rector of American Motors Corp., 
treasurer. 


Gillingham Joins Sharp 

West Gillingham has been ap- 
pointed exec. v.p. of Ralph Sharp 
Advertising, Detroit. Mr. Gilling- 
ham joined Sharp from W. B. 
Doner Advertising, where he was 
an account executive. Prior to that 
he was associated with Dow Chem- 
ical Co., Midland, Mich. 


LAKE SHORE ELECTROTYPE DIV. 


1224 W. VAN BUREN ST. 


* CHICAGO 7, ILL. 
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1 The man who looks around the corner § 


ERE’S THE MAN who looks around the corner for hundreds of 
thousands of businessmen every week . . . and tells them what’s 
ahead. He is Clark R. Pace, “Business Outlook” editor of 
Business Week. 

Clark is no crystal gazer. His brief, two-page weekly forecast is 
based on facts . . . hard facts on which management men can base 
their business decisions. 

Twenty of Clark Pace’s 31 business years have been with 
McGraw-Hill. He grew up in Whitehall, Montana and earned his 
B.S. at Northwestern. 

After three years with the Chicago Journal of Commerce and two 
in Detroit writing publicity, he sailed for Europe to work for 
The Chicago Tribune’s Paris Edition . . . and wait out the 
depression. But he landed in the middle of it when he returned in 
1932, broke and jobless. Within three days he was financial copy is 0 chet 
reader with the N. Y. Evening Journal. In 1935 he spent a year at 
the copy desk of the N. Y. Herald Tribune before joining 
Business Week and McGraw-Hill. 

Since 1944, when he became the first editor of the “Business 
Outlook” section, Clark Pace’s accurate business forecasting has 
enjoyed high readership among management men in business 
and industry. 

In experience . . . in knowledge of his job . . . in ability to 
serve his readers, Clark Pace is typical of McGraw-Hill editors. 
They’re specialists. They know their fields. They live with the 
problems of the men who look to them for accurate reporting 
of news that is vital to their needs. 

McGraw-Hill editors pack each page with information that 
will help their readers do a more efficient job. That is why 
every McGraw-Hill publication provides the best possible 
audience for your advertising. 


McGraw-Hill 


PUBLISHING COMPANY + INCORPORATED 


330 WEST 42nd STREET, NEW YORK 36, N. Y. 


ABD @ 


More than a million men 
in business and industry 
pay to read McGraw-Hill 
Business Publications 
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263 PIECES IN THIS RICH PIE! 


No employer in the South Bend-Mishawaka area 
takes too big a piece of the employment pie. There 
are 263 industries in this market—14 employ more 
than 500, 39 employ more than 100. Their pro- 
ducts range from machine tools to croquet sets. 
This diversity helps make South Bend the Nation’s 
5th richest market in family income. One news- 


paper, the South Bend Tribune, saturates this great 


market. Write for free data book. 


Soulh @ 


end 


~6Cribin «=e 


7 Counties, 1/2 Million People 


Franklin D. Schurz— Editor and Publisher 


STORY, BROOKS & FINLEY, INC. «+ 


NATIONAL REPRESENTATIVES 


Viewers Like 50% 
of Britain's TV 
Commercials, Too 


Lonpon, Jan. 12—Though they 
are novices at the game, the Brit- 
ish seem to have been turning out 
as effective television commercials 
as those produced by their more 
experienced American cousins. 

So reports Schwerin Research 
Corp. after testing approximately 
45 tv commercials in England. 
Spots scrutinized covered such 
product categories as food, cleans- 
ers, drugs, confectioneries, bis- 
cuits, household goods, cosmetics 
and beverages. 

Whether or not the British rec- 
ord is a good one depends on how 


| you look at it. About half the com- 


owe =e a 
eee 


meet your/market 


This is Mr. & Mrs. J. W. Marriott, founders of Hot Shoppes, 
Inc., national restaurant chain. They are studying a full seale 
model of the world’s largest drive-in hotel —a $4,000,000 
structure they are now building in Arlington, Va. 

The story of the Marriotts is typical of the revolution tak- 
ing place in the hotel industry. Hotel operators all over the 
country are now operating or planning luxury motor hotels. 
This gigantic expansion program is the greatest undertaken 
by the hotel industry in 25 years. 

It is your new hotel market! Every product or service 
usually found in a hotel operation will be needed for these 
luxury motor hotels. 

Mr. E. E. Burdge, former American Hotel Corporation 
Operations Vice President, will manage the New Marriott’s 
Motor Hotel. He maintains a personal subscription to HoTEL 
MANAGEMENT. 

You can reach the men who are planning these great new 
operations by utilizing the advertising pages of their favorite 
hotel publication ~ Hote, MANacEeMENT. 


gury 1995 


TT, weer ee HOTEL 


management 


. 


. .. and here are just a few of 
the hundreds of Hore: Manace- 
MENT subscribers who are now 
planning or operating motor 
hotels. 


1. Treadway Inns of New England 
are now operating the new $1,700,- 
000 Treadway Inn, Rochester, N.Y. 
This is first motor hotel to be 
operated in the center of a major 
city. J. Frank Birdsall, Jr. is 


manager. 


For more examples of the new 
hotel expansion market, write 
today for your free copy of 
“Motor Hotels.” 


2. Milner Hotels Management Company, Inc., now operates the 
85 unit Koronado Motor Hotel in Joplin, Mo. 


3. Sheraton Corporation of America — announce plans to build 
their second luxury highway hotel in Binghamton, N. Y. 250 
guest rooms. Regular restaurant and dining facilities, plus 700- 
capacity ballroom. Estimated cost: $3,000,000. 


published by AHRENS PUBLISHING CO., INC. 
Publishers of Industry Magazines and Books 


71 Vanderbilt Ave., N. Y. 
201 No. Wells St., Chicago, Ill. 
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mercials were found to be effective 
in getting the viewers to make a 
product switch; this is about the 
same percentage noted by Schwer- 
in in tests in the U.S. Looked at 
another way, nearly half the tested 
commercials in England—as in the 
U.S.—had no significant favorable 
effect on the audience. 


® Henry H. Newell, v.p. of 
Schwerin, points out that the early 
days of British commercial tele- 
vision have produced two distinct 
schools of thought as to how selling 
should be done on tv: 

One believes that the successful 
sales techniques developed in the 
U.S. will pay off here if adapted 
slightly to fit the differences be- 
tween the two countries. 

The other school—the entertain- 
ment school as opposed to the sell 
school—holds that it is sufficient 
to place the brand name in the 
home in association with a touch 
of humor and amusement. 

Mr. Newell reports that commer- 
cials of this type do not, as a rule, 
score as well in effectiveness as do 
those modeled after the American 
brand of tv selling. 

In England, as in the U.S. and 
Canada, Schwerin tests commer- 
cials and programs before live 
audiences in a theater. The view- 
ers are asked to indicate their re- 
actions—good, fair, or poor—at 
various moments in the course of 
the screening of a kinescope or 
film. 


® Before the showing starts, they 
are asked to indicate what brands 
they would like if they are win- 
ners in a door prize drawing. After 
the commercials have been shown, 
they are again asked to state their 
preference. The amount of brand 
switching—if any— is Schwerin’s 
yardstick for measuring the effec- 
tiveness of the commercials. 

The researcher’s London office is 
headed by British-born Eric Bo- 
den, who has had 20 years’ experi- 
ence as a reporter, broadcaster, re- 
searcher and consultant. 

Among the findings in British 
commercials tests to date: 

A silly character, who tried to be 
amusing before finally choosing 
the right brand of food products, 
had a negative effect on the au- 
dience—fewer people chose the 
brand after seeing the commercial 
than had wanted it before. 


® A “spot”—in this country all 
commercials are spots, in the U.S. 
terminology—for a household 
cleanser spent a lot of time empha- 
sizing the drudgery involved in a 
cleaning chore. Watchers were so 
impressed with “what poor old 
mother had to put up with” that 
they forgot the claims for the new 
product. 


Beckmann Joins Evinrude 

William R. Beckmann, formerly 
managing editor of the Daily Trib- 
une, Wisconsin Rapids, Wis., has 
been named manager of the public 
relations department of Evinrude 
Motors, Milwaukee. 


McKibbon Joins Cresmer 
Robert D. McKibbon has re- 
signed from the advertising de- 
partment of the San Francisco 
Chronicle to join the San Fran- 
cisco staff of Cresmer & Wood- 
ward, newspaper representative. 


reach 5553 
POLICE CHIEFS 


via this all-selective 
medium! They buy uni- 
forms, communications, 
weapons, traffic sys- 
tems, parking meters, 
conveyances! Get the 
full story... TODAY! 


NATIONAL REPRESENTATIVE 
Wm. C. re] P Pp 


1475 Broadway. New York NN. Y 
35 East Wacker Drive, Chicago | tl 
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Advertisers 


place more linage in 


seventeen 


than in any other woman’s monthly magazine 


There’s usually good reason for outstand- 
ing performance. SEVENTEEN SELLS prod- 
ucts, gets ACTION — fast! For example, in 
Silverware advertising, SEVENTEEN is 48% 
ahead of the nearest competitor. In Luggage 
advertising, SEVENTEEN leads its nearest 
competitor by 105%.** 


SEVENTEEN advertisers know that an entire 
generation of dynamic Young Women 
Under-20 are exposed to their message. And 
because SEVENTEEN is edited only for this 
One Group, there’s no waste circulation, no 


waste money! 
SEVENTEEN advertisers know that three 


issues reach 75% of the Young Women of 
** P. I. B. Jan.-June, 1955 


America, the most complete saturation of a 
market in the magazine field. SEVENTEEN’s 
80% newsstand sale proves outstanding 
reader interest at 35c per copy! 


SEVENTEEN advertisers know these respon- 
sive Young Women carry almost $4 billion 
in their purses...and their loving families 
spend billions more for them. 


SEVENTEEN advertisers get results: 41.8% 
of ALL teen-age girls' have purchased mer- 
chandise they saw advertised inSEVENTEEN. 
The tremendous loyalty of SEVENTEEN 
readers can pay off for you! It’s just com- 
mon sense that it’s easier to START a habit 
than to STOP one. 


18,000,000 in U.S. today 


SEVENTEEN leads all women’s monthly mag- 
azines in advertising linage.* 


PI ies cc vecccscccccccneess 901,358 
LADIES’ HOME JOURNAL 822,492 
HARPER’S BAZAAR ... 737 997 
GOOD HOUSEKEEPING . 610,426 
McCALL’S 603,524 
MADEMOISELLE .. 527,031 
CHARM _. 518,548 
GLAMOUR savides enefein OOM 
WOMAN’S HOME COMPANION 
430,122 
FAMILY CIRCLE 331,878 
PARENTS’ MAGAZINE 301,444 
WOMAN’S DAY 293,101 


*Printers’ Ink, January-December, 1955 


it's easier to START a habit than to STOP one! 


©1956 TRIANGLE PUBLICATIONS, INC. 


SEVENTEEN MAGAZINE, 488 Madison Avenue, N. Y. 22 + PLaza 9-8100 
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(Continued from Page 1) 
cutbacks in adveriising to match 
the production slowdown, there 
was balm also: A wide variety of 
dealers, distributors and factory 
men told AA that, cutbacks or no, 
56 advertising will continue strong 
—at least until summer. Some of 
their comments: 


® A Plymouth distributor empha- 
sized that Plymouth “is certainly 
not cutting back advertising and 
promotion.” As a case in point he 
told of a new $150,000 contest | 
which the division will announce 
soon, in which there will be a 
$50,000 first prize, a round-the- 
world plane trip (plus $5,000) for 
second prize—and several] hundred 
others. Prize-winners will be chos- 
en by a drawing of the serial num- 
bers of contestants’ present auto- 
mobiles, he said. The distributor 
added: “Plymouth wants 3rd place 
back—and is going to get it.” 


® A Buick dealer, on the other 
hand, gave exactly the contrary 
reason for continued heavy adver- 
tising by Buick: The division is 
determined to hang on to 3rd place 
in the industry. 


® A Ford Co. promotion man told 
AA he had seen the Ford division’s 
56 ad budget and that “it repre- 
sents about the same as last year.” 
And a Lincoln-Mercury official 
said that—despite production cut- 
backs—“our advertising is actu- 
ally being intensified.” 


® Similarly, dealers at the Dodge 
display were talking about a “big- 
gest ever” advertising campaign 
just launched this week. 


® A factery man for Nash went 
further: Nash will cut back on 
neither production nor advertising 
and promotion, he said. 

In general, the auto people of- 
fered this explanation for con- 
tinued heavy promotion—that un- 
sold stocks and “production pres- 
sures” demanded it. 


= If things looked anywhere from 
good to tolerable among the dis- 
plays, the picture back in the auto 
show’s offices was positively rosy. 
For the Chicago Automobile Trade 
Assn., dealer group which sponsors 
the big car circus, is almost unique 
among trade show promoters—it 
turns a tidy profit year after year. 

It does this in several ways. Most 
impressive, it asks the public to 
pay money for the privilege of be- 
ing sold to ($1 per adult head, 50¢ 
a child)—and gets it. Discounting 
free and cut-rate passes, the gate 
alone for this year’s show should 
exceed $250,000. 

In addition the show sponsor 
sells exhibit space—about 225,000 
sq. ft. of it this year—at $1.75 per 
sq. ft. And it sells quantities of 
advertising space in a 100-page| 
program, which it in turn sells to} 


Attract more 
prospects, boost 
sales. Admatic 
shows a new slide 
every 6 seconds 


~ projects a 

continuous 

30 siide show 

with 81G, BRIGHT «toy mie 

pictures — day or your next trode 

night. show. Send for 
folder “~A" 


THE. HARWALO’COM 


3216 Chicago Ave” 
a DA vis 8-70: 


Despite ‘Dream Cars’ and Cutbacks, 
Auto Show Rolls Profitably Onward 


| the customers for 50¢. 
| All in all, though no totals have 
been released, it looks like the 


500-plus dealer members of the;dealers offer quite a bit of enter- 
Chicago trade group will gross at|tainment. Core attraction is the 
least $750,000 on this year’s show. | chance to feel, climb into and com- 
As for profits, the CATA contents | pare the 300 cars and trucks dis- 
itself with saying that it has|played. In addition, there are 50 
turned a profit for many years accessory and gimmick exhibitors, 
now. Profits are rebated among the |300 models working on shifts, 
dealers to help defray their own |numberless radio and tv announc- 
exhibiting costs. lers serving as barkers, 21 local 

In exchange for all this coin, the 'community queens, a traffic safety 
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contest and above all, the ““Motore- 
vue.” 


s “Motorevue” is a twice-daily 
variety show including a chorus 
line and a number of nightclub 
acts. Functionally enough, its big 
;moments come when 20 new cars 
jare successively driven on stage 
‘and “presented”—along with one 
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of the community queens. 


® There are no big stars in the 
stage show. As Edward L. Cleary, 
show manager and CATA exec v.p., 
put it: “The cars are the stars.” 
In this realm, Mr. Cleary can of- 
fer a package worthy of Jackie 
Gleason: He figures the investment 
in cars, decorations and expenses 


at around $10,000,000. 

Despite profits and entertain- 
ment, saies are still the big point 
of CATA’s effort. Direct sales off 
the floor are part of it—400 were 
sold that way last year, says the 
show management. Much more im- 
portant, though, are the names of 
10,000 prospects which the dealers 


‘will probably gather this year. 


The show is deliberately staged 
during a normally slow period in 
the auto retail year, and it’s ex- 
pected te provide a shot in the arm. 
Last year, dealer sho vrooms were 
unusually crowded ‘ollowing the 
auto show, according ‘o the dealer 
group. 


s Sponsorship of the show was 


not always in the hands of the | guys. 
dealers. The first one, in 1901 (at- | 
tendance, 4,000), was staged by | 


the manufacturers, and so were 33 
succeeding ones. Toward the end of 
this era, however, the show fell 
upon hard times, and in 1935 the 
dealers took over. 

They keep a firm hand on it. 
All space is rented by local dealer 


... but practically everybody else did! 
Once more, America has taken Mary 
Martin’s “Peter Pan” to its heart. The 
January 9th NBC Spectacular was seen 
by an estimated 55 to 60 million viewers, 
the greatest single audience of the season, 
and the largest for any Spectacular except 
last year’s record-breaking “Peter Pan.” 


NBC 


TELEVISION 


FROOMAN, with Silver 
Skillet Brands, Skokie, IIll., since 
1950, has been promoted to v.p. of 
sales and cdvertising of the com- 
pany, which markets frozen and 
canned foods. 


ARTHUR A. 


groups, not by the factories, and 
they decide the rules for space 
preference, which is allotted on 
the basis of the previous year’s 
sales volume. (In the stage per- 
formance, on the other hand, cars 
parade in alphabetical order.) 

The manufacturer’s part in the 
show is strictly up to his own deal- 
ers. Traditionally, however, the 
factory provides the cars and the 
displays—some of which will cost 
as much as $80,000. 


® Besides the dream cars, the nov- 
elty of the current show has been 
the presence of foreign cars— 
Volkswagen, Citroen and Simca. 
Previously, the show did not ad- 
mit the European makes, pleading 
lack of space. 

Volkswagen, especially, was get- 
ting a lot of attention from the 
customers this year, but mainly 
the impact of foreign models could 
be found around the “domestic” 
spaces. It could be seen there in 
the heavy emphasis on startling 
design, in both dream cars and 
sports models. 

During the show, for example, 
both Chevrolet and DeSoto an- 
nounced preduction plans for new 
sports cars, and Dodge was getting 
set for production on its new Fal- 
con sport version. And in the 
truck line, GMC was featuring a 
new panel and a small bus, both 
of which were apparently much 
influenced by the Volkswagen Mi- 
cro Bus line. 


Founders Corp. Buys WFBL 


Founders Corp., New York, an 
investment and holding company, 
has bought radio station WFBL, 
Syracuse, from Onondaga Radio 
Broadcasting Corp., subject to Fed- 
eral Communications Commission 
approval of transfer of the license. 
Purchase price was $227,500. 


Orlando 
Florida 


Just the facts . . . that's oll 
we give you. 

Here's what Sales Management 
says about Orlando, Florida: 

Since 1945, Orlando's Popula- 

tion is up 80% 

Buying income up 97% 

Retail sales up 170% 

Food sales up 183% 

Merchandise sales up 116% 

Furniture, radio up 300%, 

Automotive up 89%, 

Drug sales 102% 

One peper—Oriando 
Sentinel-Star — covers Orlando 
and Central Florida. 

We have three times the com- 
bined circulation of Tampa, 
Miami, Jax newspapers in these 
5 counties. 

Over 100,000 ABC 
City Zone 
Orlando Sentine!-Star 
MARTIN ANDERSEN 
Owner, Ad-Writer & Galley Boy 


. Florida 
Nat. Rep. Burke, Kulpers & Mahoney 
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Oxford, Engiand and part of a 
$300,000,000 service-family 
market in Europe. You can 
reach this responsive section of 
the American buying public 
through the family newspaper 
edited exclusively for their in- 
terests—The American Week- 
end. Get your product across to 
export’s richest dollar market! 


REACH AND SELL U. S. 
SERVICE FAMILIES IN 
EUROPE THROUGH... 


Write for pan ye 


ies, rates, new 
data book, “Timely 
Facts.” 


= The American © 


Man! 


« 


you’re breaking 
all records in 
BROOKLYN-—_ 


eee Oe Smee m  e 


but how are 
your sales in 


BRIZE NORTON? q 


ARMY TIMES PUBLISHING CO.: 2020 M. St., N.W., Washington 6, D.C. 
U. $. OFFICES: Chicago, Detroit, Honolulu; Los Angeles, New 
York, Philadelphia, San Francisco 

FOREIGN OFFICES: Frankfurt, London, Paris, Rome, Tokyo 


“Family. Newspaper for Americans Abroad” 


|G. F. Regains Birds Eye 

| General Foods Corp. has reac- 
‘quired all rights to Birds Eye 
| trademarks, inventories and busi- 
jmess in Canada. General Foods, 
|'which controls the rights in the 
U. S., sold the Canadian rights to 
Lever Bros. in 1943. Lever Bros. 
sold the rights to Edam Invest- 
ments Ltd. about five months ago. 
|A General Foods subsidiary, Gen- 
/ eral Seafoods Ltd., now has bought 
|the rights from Edam. No plants 
/are involved in the transactions. 


‘Sentinel’ Increases Rates 

The Milwaukee Sentinel, because 
of the “rising cost of newsprint, 
materials and labor,” has increased 
its retail advertising rates, effec- 
tive Feb. 1. This is the first rate 


increase in five years, the news- 
paper reported. 


|Filmack Moves Offices 


Filmack Trailer Co., New York, 
has moved its offices to 341 W. 
44th St. Filmack’s laboratories and 
studio remain at the old location, 
630 Ninth Ave., next door. 


we 


co Dy Jt 


CC 


“Real suspense... see. Then real pathos. This guy is making up a million dollar 
newspaper schedule... see. He gets to Cincinnati, forgets things have 


changed * ,, see, And pow! Get it? Colossal!” 


*CHANGE No. 1: The daily with the largest CITY ZONE as well as 
TOTAL circulation is now the Cincinnati Enquirer. 


CHANGE No. 2: 


The daily that carries the MOST ADVERTISING, 


Retail, Classified, Automotive and TOTAL, is now 


the Cincinnati Enquirer. 


~ 


...@s always ... SOLID Cincinnati reads the Cincinnati Enquirer « Represented by Moloney, Regan & Schmitt, Inc. 


Advertising Age, January 16, 1956 


‘Tiger’ Adman 
Goofed; Had No 
‘Curly’ Alternate 


NEw York, Jan. 12—The adver- 
tising world provided impelling 
material for television last Sunday 
night when the “Alcoa Hour” 
(NBC) presented “Man on a Ti- 
ger.” 

Central figure in the drama was 
a harried agency man who jumped 
|from minor account executive to 
agency big shot when he took an 
|obscure disc jockey and turned 
‘him into a smash tv personality. 

At the agency—behind his back 
| —they called Jim Conway (played 
by Melvyn Douglas), “v.p. in 
| charge of Curly Ames” (played by 
|Keenan Wynn), the comedian. 
| The able adman, like all the peo- 
| ple on Curly’s show, was depend- 
ent on the whims of the egocentric 
entertainer. Hence the title, with 
Conway “powerless to steer and 
scared to get off” the uncontrol- 
lable comedian who made him a 
somebody in the advertising busi- 
ness. 

Curly is already showing signs 
of slipping with the fickle public, 
but he refuses to take advice from 
anybody—even the man who sold 
him to the big time—Conway. 


® Curly is especially irked when 
suggestions are made by a young 
agency contact man on the show— 
so much so that he forces Conway 
to fire him. Despite all these warn- 
ing signs, the head of the agency 
is about to land a big new account 
by using the comedian as bait. 

Most of this story was convinc- 
ingly drawn. The on-the-tv-set 
scenes might have been filmed in 
the early days of television, when 
a well-known funnyman was 
throwing his weight around. Oth- 
er smatches reminded one of an- 
other well known entertainer. 

Anyone who has ever wasted his 
time trying to best an upper strata 
secretary got a chuckle out of the 
telephone scene where Mr. Con- 
way’s secretary refused to put Mr. 
Conway on until Mr. Ames’ sec- 
retary put Mr. Ames on and vice 
versa—with the result that nei- 
ther man got on. 

However, the realism of the 
story broke down in the climactic 
scene. After finally inveigling Cur- 
ly to show up for the agency meet- 
ing with the prospective new client, 
who turned out to be a rabid fan 
of the comedian, Mr. Conway 
threw the session into an uproar 
by insisting that a comedy show 
was not the buy for the new client. 
Instead he recommended a prestige 
type show. 


@ When the head of the agency 
asked if he had a particular type 
of show in mind, Conway admit- 
ted that he hadn’t. 

Most admen would not scuttle a 
prepared presentation on pre-sold 
talent unless they had something 
concrete to recommend to replace 
it. 

Roger O. Hirson wrote the tv 
play, “Man on a Tiger,” which was 
adapted from a Collier’s short story 
by David Levy. Mr. Levy is a v.p. 
in the radio-tv department of 
Young & Rubicam. 


Massoth Named PR Officer 
Clifford G. Massoth has been 
promoted to the new position of 
public relations officer of the Ili- 
nois Central Railroad. He had been 
editor of the “Illinois Central 
Magazine” for the past six years. 


Blanchard Joins Revere 

Ernest C. Blanchard, formerly 
an assistant account executive of 
Campbell-Mithun, has joined Re- 
vere Advertising, Minneapolis, as 


creative head of the agency. 


! 
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Town Mouse— Well, well, Cousin, how are things on the farm? I have some news for 
you. Did you ever hear of a survey? 


Farm Mouse—We had our farm surveyed. Two hundred ten and seven-eighths acres. 


Town Mouse—Yes, but this was a different kind of survey. An advertiser in Wisconsin, 
wanted to know what farm folks read so he went out himself and asked 


them. 
Farm Mouse—Good farming country in Wisconsin. Lots of dairies. Fat milk checks. 


Town Mouse—But what I thought you’d like to know is that of eighteen farms he 
went to, fifteen had Farm JourNaL.. 


Farm Mouse—What was wrong with the other three? 


Town Mouse—Well, you can’t have everything. But the ones who had Farm JourNAL 
read it from cover to cover. One farmer said “We live by it.” 


Farm Mouse—Yov’re telling me. I know Farm Journat is read and read—it’s read in 
nearly one out of every two farm homes in the U.S.A. And where the 
better farms are, Farm Journal is a lot thicker than that. 


TOWN JOURNAL 


The Countryside Unit 


FARM JOURNAL 


Washington Square, Philadelphia 5, Pa. 
Graham Patterson, Publisher Richard J. Babcock, President 


© Consumer product? Sell the whole growing countryside market with the Countryside Unit—Farm JOURNAL and 
Town JOURNAL. Now reaching more than 5 million subscribing families—the biggest thing in the countryside. 
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Wise marketers penetrate all major buying functions... it’s basic to 
successful selling in the $41 billion-a-year spending Chemical Process 
Industries. These marketers know no single publication can possibly meet 
the specialized, distinctly different demands of both production-engineer- 
ing and management influences . . . they choose two magazines. To reach 
and sell production-minded engineers, these leading advertisers placed 
4,118 pages in Chemical Engineering last year alone . . . while, to capture 
the equally indispensable purchasing power of management in adminis- 
tration, production and research, they inserted 3,530 pages in Chemical 
Week. Together ... Chemical Engineering and Chemical Week carried 50.2 
percent of the advertising space invested in all CPl magazines during 
1955... more than in all competitive media combined! Find out how 
these two McGraw-Hill leaders can build more "56 sales for you. Ask 
your CE or CW representative for “A Comparison of Advertising Space 
in CPi Publications”, or write our Research Department today. 
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“One of the Nation’s Important Trading Centers’ 


JAMES R. PRICE, President 


NATIONAL HOMES CORPORATION 
America’s Largest Manufacturer of Homes 


“Enterprising and prosperous, Lafayette is one of the nation’s important 
trading centers. There are substantial payrolls from its industries, which 
have a desirable diversity and tremendous growth potential. Add to this 
the buying power that comes from some of the nation’s richest farm lands. 
The result is the best market any product could have.” 


LAFAYETTE TOKEAL 2fave ; 
WEST LAFAYETTE JOURNAL" COURIER © 
INDIANA Member of Federated Publications 


REPRESENTED NATIONALLY BY 
SAW YER-FERGUSON-WALKER COMPANY 


» ! ’ 
~ ‘Indiana's Be'st .— 
Balanced Market — 


|KIWW Names Anderson 


|/mamed general manager of KIWW, 


PRSA Names Regional V. P.s 
The Public Relations Society of 
America has appointed the follow- | 
ing regional v.p.s for 1956: Clif-| 
ford W. Hale, public relations man- | 
ager of Canadian Westinghouse | 
Co., Canada; Russell W. Tarvin, | 
public relations director, Ohio| 
Manufacturers’ Assn., central; M. | 
K. Mellott, president of the Pitts- 
burgh public relations company 
bearing his name, eastern; Wiley 
B. Cotten Jr., public relations 
manager, Esso Standard Oil Co., 
southern; Malory McDonald, public 
relations director, Missouri Pacific 
Lines, southwestern, and John E. 
Fields, v.p. of the University of 
Southern California, western. 


James F. Anderson, formerly 
promotion manager of WOAI and 
WOAI-TV, San Antonio, has been 


San Antonio. The 250-watt radio 
station specializes in Spanish lan- 
guage programming. 


METROPOLITAN AREAS, 


PLUS the Remainder of lowa! 


Towa has six Metropolitan Areas which, all combined, : 
do 37.8% of the State’s Drug Sales, as shown below. 


DRUG SALES PERCENTAGES 


7.3% Cedar Rapids .... . 

49% Tri-Cities. ..... . 

13.2% Des Moines. . ... . [iy 

are Wee. sce 0 8 8 6 8 

5.8% Sioux City ..... . Si 

46% Waterloo. ..... . i 

37.8% Total Metropolitan Areas RSs 

622% Remainder of State Rea - @ aa 
100.0% (1955 Consumer Markets figures) 


Quite a number of radio stations can give you high 
Hoopers ete., in ONE Metropolitan Area. WHO gives 
you high coverage in virtually ALL the State’s Metro- 
politan Areas, plus practically all the REMAINDER 


of Iowa, too! 


Buy COVERAGE— 
PLUS FREE MERCHANDISING! 


When you buy $300 of gross time per week for 13 
weeks, you get WHO's complete merchandising 
package, free. Includes comprehensive merchandising 
service to the 250 highest-volume chain and inde- 
pendent drug stores in Iowa. For full details, write 


for our Free Drug Merchandising brochure. 


for lowa Plus! 


Affiliote 


FREE & PETERS, INC., National Representatives 


Des Moines. . 


and get lowa’s 


Col. B. J. Palmer, President 
P. A. Loyet, Resident Manager 


- 50,000 Watts 


EDWIN CAHN, manager of the Los 

Angeles office of Pulse Inc., has 

been named director of Pulse Pa- 

cific activities. Mr. Cahn joined 

Pulse last July after several years 

as West Coast manager of Avery- 
Knodel. 


Iowa Monthly Will 
Lean Over Backward 
to Aid Advertisers 


Nasuva, Ia., Jan. 10—The Iowa 
Farm Reporter, a controlled circu- 
lation, tabloid monthly newspaper, 
will publish its first issue in Feb- 
ruary, according to its publishers, 
Tom D. Conklin and Robert V. 
Fischer, of Nashua. The new publi- 
cation bases its advertising appeal 
on “100% plus saturation of a mar- 
ket.” 

The publishers assure potential 
advertisers of an unusual kind of 
editorial coverage. 

“In working toward editorial ex- 
cellence, the lowa Farm Reporter 
will not consider itself an entity 
separate from its advertisers,” they 
declare. “In effect, the advertisers 
and their agencies will comprise 
the advisory board of the Iowa 
Farm Reporter. 

“It will be a publication in which 
they cooperate, to bring about sav- 
ings in the budget of each. And 
they will have a strong voice in 
choosing story and picture materi- 
e” 


® The publishers add: “One of the 
features will be a pictorial story 
each month concerned with a spe- 
cific advertiser. In this, when his 
turn arises, the advertiser can re- 
quest whichever particular facet 
of his own business he wishes to 
have publicized. And the straight 
matter and pictures will be keyed 
from that angle,” they assert. 

“It is not unusual for publica- 
tions to give news column support 
to their advertisers,” Messrs. Con- 
klin and Fischer declare. “The dif- 
ference offered by the Iowa Farm 
Reporter lies in the degree of sup- 
port. Practically the entire story 
context of the publication will be 
constructed around tips from the 
advertisers.” 


White Elected President 
Charles S. White has been elect- 
ed president of Fleischmann Distil- 
ling Corp., New York, a subsidiary 
of Standard Brands Inc. He suc- 
ceeds Warren Oakes, president of 
the company since 1934, who be- 
comes board chairman and contin- 
ues as chief executive officer. Van 
B. Stith, formerly eastern regional 
v.p., succeeds Mr. White as v.p. in 
charge of sales. Gene Baumgarten 
also has been named regional v.p. 
in charge of western region head- 
quarters in San Francisco. 


BofA Publishes Booklet 

The Bureau of Advertising, 
American Newspaper Publishers 
Assn., New York, has published a 
36-page illustrated booklet called 
“The New Frontiers of Marketing 
and Profits.” It is based on a speech 
made last November by Harold S. 
Barnes, director, before the Assn. 
of National Advertisers, and ad- 
vises manufacturers to cultivate 
high-consumption markets for 
more sales. 
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Washington Post and Times Herald net paid circulation 
during the six month period ended September 30, 1955 


dlaily 


131,601 more daily circulation 
than any other Washington newspaper 


133,244 more Sunday circulation 
than any other Washington newspaper 


| REPRESENTED BY 


Sawyer, Ferguson, Walker Company Puck, The Comic Weekly 
The Hal Winter Company, Miami Beach Joshua Powers Company, Ltd., London 
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TPA Adds Five Salesmen 


Television Programs of America, 
|New York, has added five sales- 


men to its staff. They are Bennet | 
H. Korn, formerly with DuMont | 
Louisville, as advertising mana- 


| Television Network; Francis A. 
|O’Driscoll, previously eastern and 
}central sales manager of Official 


| Films; Dave Baylor, former v.p. of | 


KCSJ and KCSJ-TV, Pueblo, Colo.; 
Walt Plant, formerly manager of 
the Horace Heidt orchestra, and 
David Willis, previously with Ziv 


INCORPORATED 
BOX 2017 TULSA, OKLAHOMA 


Advertising Age, January 16, 1956 


General Plywood Names Hill _Boston’s Channel 5 


Charles W. Hill has resigned as 
advertising and sales promotion | 
manager of WAVE Inc., Louisville, 
to join General Plywood Corp., 


ger. Mr. Hill also will direct ad- 
vertising for Show-Pieces Inc., a/| 
subsidiary of General Plywood. | 
James Caldwell succeeds Mr. Hill! 
at WAVE Inc., operator of WAVE| 
and WAVE-TV. Mr. Caldwell also! 
will continue his duties as radio 


Goes to Greater 
Boston TV Corp. 


WASHINGTON, Jan. 10—Two Bos- 
ton newspaper publishers and Du- 
Mont Laboratories were among the 
unsuccessful contenders as Fed- 
eral Communications Commis- 
sion Hearing Examiner James D. 
Cunningham proposed to award tv 
Channel 5 in Boston to the Greater 


' program director. 


i” I 


Television Programs. | Boston Television Corp. 


The winner of the initial deci- 
sion in the five-way contest for 
|Boston’s third commercial v.h.f. 
| assignment is a new company com- 
|posed of a diversified group of 
professional and business people, 
including four stockholders of Ra- 
dio Station WORL. 


# In rejecting WHDH Inc., owned 
|by the Boston Herald-Traveler, 
Mr. Cunningham emphasized the 
fact that the station was not 
anxious to have a network affilia- 
tion. While he also considered 
| WHDH Inc. a less preferred appli- 
l|cant because of its newspaper and 
|radio connections, he said any ap- 
plication for a v.h.f. channel in 
| Boston which would deny network 
|}service to the area “may be re- 
garded as deficient, if not fatally 
defective.” 

| “Unquestionably, locally origi- 
|nated television programming is 
essential, for a broadcast facility 
|is primarily an outlet for local 
|}expression. But of equal impor- 
jtance to the communities con- 
cerned is the national service pre- 
sently available from several major 
networks,” he said. 


= In the showdown he narrowed 
the choice to Greater Boston, and 
|to Massachusetts Bay Telecasters, 
jalso owned by a syndicate of 
business and professional people. 
He picked Greater Boston because 
of the experience of Michael Hen- 
ry, general manager of the pro- 
posed station, and Arthur Haley, 
former general manager of WORL, 
who is to be commercial manager. 

With two other qualified appli- 
cants, Mr. Cunningham said news- 
paper ownership ruled out Post 
Publishing Co., as well as WHDH 
Inc. 

He rejected the application of 
DuMont Laboratories on the 
grounds that DuMont “is a stran- 
ger” to Boston. 

His decision is subject to review 
by the commission. 


“Haven't tuked.# iibk ot Simi dose 


Fd ! 


feet x tly alee ft ere a 
and the Mercury-News of late, you should! 
oo . 4 * Sess rR z 
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, and we're a “High Spot’’City in Retail 
oes <n Rooke Renamed Head of 
every month! Find out why NBP By-Laws Committee 
; William J. Rooke, board chair- 
us ? man of W. R. C. Smith Publishing 
Co., Atlanta, has been reappointed 
chairman of the constitution and 
by-laws committee of National 
Business Publications. 

Other committee members are 
James I. Ballard, president, King 
Publications, San Francisco, vice- 
chairman, and Lansing Chapman, 
president, Medical Economics Inc., 
Oradell, N. J., Mrs. E. R. Coombes, 
president, Mechanization Inc., 
Washington, Ray Metzger, pub- 
lisher, Construction News Month- 
ly, Little Rock; Ken Skarien, presi- 
dent, Skarien & Associates, San 
Antonio, and Leonard Tingle, 
president, Butterick Co., New 
York. 


Croton Watch Sets Increased 
Budget for Magazine Ads 

Croton Watch Co., New York, 
has increased its advertising budg- 
et for consumer magazines more 
than 22% for 1956. “Frequent” in- 
sertions preceding peak selling 
periods have been scheduled in 
Esquire, Fortune, Life and The 
New York Times Magazine. 

Monthly full pages will also run 
in Jewelers’ Circular-Keystone, 
National Jeweler, Northwestern 
Jeweler, Pacific-Goldsmith and 
Southern Jeweler. Ehrlich, Neu- 
wirth & Sobo, New York, is the 
agency. 
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January, 1956... 


Biggest January MI in dollars of 
many fine, fat Januaries! 


MECHANIX — 
ILLUSTRATED 


““MECHANIX 


THE HOW-TO-DO MAGAZINE 


25° 


MECHANIX 
ILLUSTRATED 


THE HOW.TO.DO MAGAZINE 


Special Section: AMERICA’S PLANS TO CONQUER GUTER SPACE 
How to Invent and Sell Money-Making Premiums 


™ February, 1956... 


EXCLUSIVE! WOW TO SOLVE OUR BIC-cITY TRAFFIC JAMS si 


March, 1956... 


and April, May, June, July, 
August, September, October, 
November, December... ready 
and waiting opportunities for 
you to capitalize on the high- 
temperature responsiveness of 
the hottest book in the 
mechanical field.* 


“November, 1955 Circulation, 1,014,000 as estimated by 
publisher—a Bonus of 114,000 over MI’s 900,000 Guarantee 


A FAWCETT PUBLICATION NEW YORK 
DETROIT CHICAGO LOSANGELES SAN FRANCISCO 


Bigger still — biggest single issue in ad 
revenue in MI’s 28 year career! 


TOM McCAHILL REVIEWS HIS TEN YEARS OF CA 


“MECHANIX _ 
ILLUSTRATED 


q U. S. AIR FORCE REVEALS OUR FLYING SAUCER 


BURIED GOLD IN feed THE nm mest FABULOUS sll 
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One of the country’s ieading mechanical 
production men once told us, “If I could be certain 
of the honesty of engravers’ color proofs most of 
my woes would be eliminated.” 


Our plant is extensively equipped with a wide variety 
of proofing presses to suit the individual specification. 
They range from singles of assorted sizes through two 
color models up to sparkling new four color presses. 


Relief make-readies are never used here on 
process plates for high speed wet edition —s 
The plates themselves are properly balanced an 
engineered to render faithful reproduction. 

Yes, we can honestly say our motto and practice 
will always be “Truth in Proofs.” 


Hutchings & Melville, Inc. 


4043 N. Ravenswood Ave., Chicago 13, Illinois 
Phone EAstgate 7-9220 


photoengravers a. i decd 


National Gypsum Elects Two 

National Gypsum Co., Buffalo, 
‘has elected John W. Brown, for- 
| mesly v.p. in charge of general 
| sales, senior v.p. in charge of mar- 
keting and a director of the com- 
| pany. Wade W. Hildinger, pre- 
| viously director of general sales, 
~ been elected to succeed Mr. 
| Brown as v.p. in charge of general 
| Sales. 


| Proebsting, Taylor Adds Two 

| Proebsting, Taylor, Chicago, has 
|been appointed to handle adver- 
'tising for Chicago Screw Co., 
| Bellwood, IIl., maker of screw ma- 
chine products, and for Diversey 
|Corp., Chicago, manufacturer of 
linsecticides, bactericides, cleaners 

and oil absorbents. 
| 


‘McKim Advertising Moves 


McKim Advertising Ltd., Toron- 
to, has moved its offices to 1407 
| Yonge St. 


Ae Sere to SELL SYRARUSE | 


NIGHT or day, South Salina Street in Syracuse 

is the “main stem” of Central New York 

— drawing its shoppers and amusement seekers from 
a 15-county area with a population of 1.3 million 
and annval buying power of $1.9 billion! 


Morning and evening, The Syracuse Newspapers 
are the only sure selling force in this great 
market — delivering 100 percent saturation coverage 
of greater Syracuse, and effective circulation 


in the 14 surrounding counties. 


No other combination of media can do a 
comparable selling job, at a comparable cost, 


*Sales Management's Audited Survey, June, 1955 


in the nation’s greatest test market. 


Represented Nationally by MOLONEY, REGAN & SCHMITT 


the SYRACUSE NEWSPAPERS 


HERALD-JOURNAL & HERALD-AMERICAN 


i 


THE POST-STANDARD 


== 


JOHN R. O'CONNOR has been named 
national sales manager of Philip 
Morris Inc., New York. Formerly 
assistant national sales manager, 
Mr. O’Connor in his new post will 
direct the company’s field sales 
force, sales promotion and sales 
administration departments. 


Continental Sets 
3-Bottle Push for 
Charter Oak in N. Y. 


New York, Jan. 10—Continental 
Distilling Corp., Philadelphia, has 
launched a campaign to promote 
its three-bottle package of Charter 
Oak seven-year-old straight bour- 
bon in the New York market. 

This is Continental’s second 
three-bottle campaign here. Sever- 
al months ago it startled the mar- 
ket here with its “triplets” drive 
for its Philadelphia Blended (AA, 
Sept. 12, ’55). 

The Charter Oak drive will run 
through February, featuring a 
three-bottle pack for $11.79, while 
the single bottle price remains 
at $5. 

A record-breaking ad drive in 
local dailies will spearhead the 
merchandising campaign, follow- 
ing the plan used successfully for 
Philadelphia Blended last fall. 

Simultaneously Continental will 
introduce a newly designed bottle 
and label for Charter Oak. 


® Scheduled for full-page, two- 
thirds page and one-third page ads 
in the two-month campaign are 
the New York Times, Herald Trib- 
une, News, Mirror, Post, World- 
Telegram & Sun, Journal Ameri- 
can, Long Island Newsday, Amster- 
dam News and the Westchester 
Group. 

An extensive trade paper sched- 
ule is preceding the consumer ad- 
vertising campaign. 

Al Paul Lefton Co., Philadelphia 
and New York, is the agency. 


Stetson Buys Neckwear Plant: 
Seeks to Increase Stock 

John B. Stetson Co., Philadel- 
phia, in line with its diversifica- 
tion plans, has bought James Fal- 
lar Inc., Long Island neckwear 
manufacturer. Stetson has acquir- 
ed all inventory, machinery and 
good will of the company. William 
M. Kerr Jr., associate manager of 
Stetson, has been named general 
manager of the new division. 
James Fallar will be in charge of 
production. 

Earlier the company announced 
it had obtained trademark rights 
for Stetson shirts, neckties, pajamas 
and underwear (AA, Sept. 5, 1955). 
The company is seeking stockhold- 
er approval to increase its present 
authorized common shares from 
260,000 to 500,000, to facilitate its 
expansion plans. 


Silverman to Venetianaire 
James Silverman, formerly as- 
sistant to the president of Asso- 
ciated American Artists and before 
that an account executive with 
Ovesey, Berlow & Straus, has 
joined Venetianaire Corp. of Amer- 
ica, Mount Vernon, N.Y., importer 
and manufacturer of bamboo prod- 
ucts, as assistant to the president 
in charge of sales promotion and 


product development. 
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OF SUNDAY MAGAZINE COVERAGE CREATES 
AMERICA’S NEW SUPER CITY 


... harnessing the buying power of 105 key markets with 14.3 
million people who spend over $15 billion annually. 


From the outset, FAMILY WEEKLY markets have been selected to deliver a new 
concept of market coverage and penetration with unique advantages for advertisers. 

Each of the 105 FAMILY WEEKLY markets has been selected for its (1) location; 
(2) its importance as a trading center; (3) for the penetration and influence of its 
local newspaper; and (4) minimum infiltration of other media. 

For advertisers, this unique concept unites 105 strategically located buying cen- 
ters into a single, giant market over 30% greater in retail sales than all of Canada. 
FAMILY WEEKLY delivers a combined market of 14.3 million* people that can be 
reached by no other medium with such saturation coverage. It delivers your sales 


FAMILY WEEKLY MAGAZINE, Inc. 


Leonard S$. Davidow, Publisher 


153 N. MICHIGAN AVENUE « CHICAGO 1, ILLINOIS P 
NEW YORK 17, 17 East 45th Street * DETROIT 2, 3-223 General Motors Building LOS ANGELES 25, 1416 Camden Avenve * ORINDA, CALIF., 82 LoCuesta Road 


SELLING 105 HOMETOWN MARKETS WITH 2,582,214 CIRCULATION 


THESE ARE THE 105 MARKETS YOU CAN SELL THROUGH FAMILY WEEKLY 


message with the double-barreled impact of hometown newspaper distribution and 
top quality Colorgravure. It delivers a readership that can be attained only by an 
editorial approach geared to the needs and interests of Hometown families. 

Combined the 105 FAMILY WEEKLY markets account for over 8.8% of all U.S. 
retail sales. Their combined food store sales amount to more than $3.5 billion. More’ 
automobiles are owned in FAMILY WEEKLY markets than in the cities of New York, 
Chicago, Philadelphia, Boston, Miami, New Orleans and St. Louis, combined. Good 
reasons why the big FAMILY WEEKLY market is called SUPER CITY, U.S.A. 

Good reasons, too, why FAMILY WEEKLY, alone or in combination, can add im- 
portant coverage to your sales and merchandising picture. Your FAMILY WEEKLY 
representative has important information that will help you add SUPER CITY, U.S. A. 
to the other major markets on your sales map—and do it with one order, one billing 
and in color. Why not call him in. 


*In counties with 20% or more coverage. (Family Weekly's 
coverage in these counties averages 59.5 %) 


ALABAMA: Anniston, Dothan, Florence-Sheffield -Tuscumbia - Muscle Shoals, Huntsville, Tuscaloosa - ARKANSAS: Ei Dorado, Hot Springs - CALIFORNIA: Eureka, Monterey, 
Secramento, Santa Borbora, Santa Rosa +» COLORADO: Colorado Springs, Grand Junction, Pueblo - CONNECTICUT: Now Haven - FLORIDA: Daytona Beach, Fort Myers, 
Gainesville, Sorasota, Tallahassee, Tompe, West Palm Beach + GEORGIA: Albany, Rome - IDAHO: Boise, idaho Falls, Pocatello + MLINOIS: BI ing Chompaigr 

Urbona, Danville, La Salle, Quincy, Springfield - INDIANA: Marion, New Albany - OWA: Council Bluffs, Davenport, Dubuque, Waterloo » KENTUCKY: Bowling Green, Owens- 
boro, Paducah - LOUISIANA: Bogalusa - MASSACHUSETTS: Lowell - MICHIGAN: Grand Rapids - MINNESOTA: Albert Leo - MISSISSIPPI: Biloxi-Gulfport, Greenville, 
Tupelo, Vicksburg - MISSOURI; Jefferson City - NEVADA: Los Vegas, Reno - NEW JERSEY: Asbury Park, New Brunswick, Trenton - NEW MEXICO: Santa Fe - NEW YORK: 
Binghamton, Elmira, Utica - NORTH CAROLINA: Concord, Salisbury - OHIO: Conton, Coshocton, Lima, Z ille - OKLAHOMA: Duncan, Muskogee - OREGON: Eugene 
PENNSYLVANIA: Lancaster - SOUTH CAROLINA: Florence - SOUTH DAKOTA: Huron, Rapid City - TENNESSEE: Kingsport « TEXAS: Abilene, Austin, Big Spring, Denison, 
Denton, Galveston, Greenville, Kilgore, Lufkin, Marshall, Midland, Poris, Port Arthur, San Angelo, Snyder, Texarkana, Tyler, Victoria, Waco « UTAH: Ogden, Provo - VIRGINIA: 
Danville, Lynchburg, Suffolk - WASHINGTON: Wenatchee, Pasco-Kennewick-Richiand - WEST VIRGINIA: Beckley - WISCONSIN: Rasine - WYOMING: Casper, Cheyenne, 
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MCA-TV Signs Sponsors 


jof U.S. Rubber, and by the Cana-|Max Factor Absorbs Sales 


“Dr. Hudson’s Secret Journal” is|dian branch of Sherwin-Williams | Djyision; Appoints V. P.s 


being sponsored in 15 Canadian tv | Co. No advertising agency was in- | 
in the purchase of this) 


markets by Dominion Rubber Co., | volved 


Toronto, the Canadian subsidiary | MCA-TV syndicated film series. 


Max Factor & Co., Hollywood, 
|} has merged its sales and distribut- 
|ing organization—Sales Builders 


Inc.—with the operations of the 


“Send No Money” for All-New Direct Selling Text! 
Manual of Marketing Success Mailed FREE 


Send today for brand-new book “The Truth 
About Modern Direct Selling” and learn sales 
formula back of nine-billion-dollar yearly 
Direct Selling volume. First up-to-date text 
like it in five years. Tells how to start Direct 
Selling business, correct spotty retail distribu- 
tion, increase present sales volume and profits. 
Of vital interest to sales executives, advertis- 
ing agency account chiefs. Low-cost, low-risk 
way of testing market potential will amaze you. 
No cost or obligation; just write on business 
stationery to: SPECIALTY SALESMAN, Rm. 
812-8, 307 N. Michigan Ave., Chicago 1, Ill. 


parent company as the Max Factor 
U.S. sales division. 

At the same time, Maurice R. 
Chez, a director of Max Factor and 
former head of Sales Builders, 
was elected v.p. in charge of the 
new division. Kenneth D. Cald- 
|well, director of advertising for 
|many years, was elected v.p. in 
| charge of Max Factor’s U.S. adver- 
tising. 


Schram Names Cohen V. P.; 
Adds Central Maintenance 
Schram Advertising Co., Chica- 
go, has appointed Lawrence M. 
|Cohen v.p. in charge of new busi- 
ness. Mr. Cohen formerly was 
with Lawrence Advertising Agen- 
cy. 
Schram has been appointed to 
handle advertising for Central 
States Maintenance Inc., Oak Park, 


Ill., maker of CSD concentrate, 
cleaner and Wall-O-Matic cleaning | 
equipment. A trade and direct 
mail campaign is being planned. 


_Berkelman to Arkansas Dailies 

Roger Berkelman has been 
;mamed Chicago manager of the 
Arkansas Dailies, Mid-South Dail- 
|ies, Southwest Dailies, Mississippi 
Dailies and Western Dailies, pub- 
lishers’ representative group. Mr. 
Berkelman formerly was with 
Sawyer-Ferguson-Walker Co. and 
| with Super Market News, and he 
| was in food sales and merchandis- 
| ing with the Olive Advisory Board 
and General Mills. 


New Paper Directory Out 

| The 1956 edition of Lockwood's 
|“Directory of the Paper & Allied 
Trades” is currently available for 
$10 from Lockwood Trade Journal 


Co., 15 W. 47th St., New York. 
This, the 8lst annual edition, 
comes in either the regular or 


Traveler’s edition, a small pocket 
edition, both the same price. 


Elizabeth Gordon, editor of House Breautirut Magazine, receives 1955 ALLMAN 
AWARD from Sydney Karofsky, President of National Wallpaper Wholesalers Association. 


House Beautiful Editor 


Wins Top Industry Award 


Elizabeth Gordon has become the first editor 
to win the Allman Award, presented each 
year by the National Wallpaper Wholesalers 
Association to the person making an out- 
standing contribution to the progress of the 


wallpaper industry. 


“Never before has a consumer magazine so 
completely covered the uses of wallpaper with 
such great style,” said Mr. Sydney Karofsky, 
N.W.W.A. President. “Now at last, the wall- 
paper story was written with all the — 
beauty and diversity that only Elizabeth 
Gordon could write.” 


Wallpaper Magazine calls this House 
BEAUTIFUL issue “The most important, strik- 
ing and extensive publicity boost that a 
national magazine has given wallpaper in 
years...” 

Another House BrauTiFut first. Another 
reason why we say, year in and year out, 
House BeavuTiFut is the one magazine that 
sells BOTH sides of the counter! 


House Beautirut Magazine, 572 Madison 
Avenue, New York 22, New York. 


. ™ 


Chicago Atlanta Boston 
Detroit Miami Tyler 


Cleveland Los Angeles 


Advertising Age, January 16, 1956 


Screen Gems Plans 
13 TV Film Series 

= ’ ’ 

in ‘56-57 Season 

New York, Jan. 11—Screen 
Gems’ plans for the ’56-’57 season 
call for the production of at least 
13 new film series. 

All are dramatic shows of one 
sort or another. Several will be 
filmed in cooperation with estab- 
lished producers, who will share 
the production costs. With the ex- 
ception of one 60- or 90-minute as- 
yet-unnamed dramatic spectacu- 
lar, all will be 30-minute telecasts. 

Ralph Cohn, v.p. and general 
manager of the film production- 
distribution company, estimated 
that $12,000,000 will be needed to 
make 39 episodes of each of the 13 
new titles. Prices to advertisers 
for national presentation on a net- 
work or spot basis will range from 
$25,000 to $40,000 weekly. 

Screen Gems, a subsidiary of 
Columbia Pictures Corp., also will 
have 104 feature movies of pre- 
1948 vintage to distribute to tele- 
vision this year. Columbia is se- 
lecting the films from its store- 
house of motion picture features. 
National contracts for these will be 
welcomed, but it is expected that 
many of them will hit the air- 
waves as syndicated attractions. 


s New shows listed for the '56-’57 
season include: “Circus Boy,” a 
sort of “Rin Tin Tin” with an ele- 
phant; a long dramatic spectacular, 
as yet untitled; “I Shoot the News,” 
the story of rival newsreel camera- 
men at work on the French Rivi- 
era; “The Criminal Code,” a tv 
series adapted from the Columbia 
movie of the same name; “You 
Can’t Take It With You,” comedies 
based on the hit play and movie; 
“Mystery Writer’s Theater,” tele- 
casts of classic mystery stories 
with Bishoff-Diamond as co-pro- 
ducer; “Emergency,” a medical 
drama with Bryan Foy as co-pro- 
ducer; “The Web,” a film version 
of the long-running Goodson-Tod- 
man “live” suspense drama; “Tales 
of the Bengal Lancers” in ce-pro- 
duction with Herbert B. Leonard; 
“Prowl Car,” a police series; “After 
Dark,” suspense stories from Eu- 
rope, with Sheldon Reynolds as co- 
producer; “The New York City 
Story,” dramas based on civic 
files with Theodore Granik as co- 
producer, and “Best Seller of the 
Week,” a dramatization of the 
most popular books in the country. 

Screen Gems’ lineup currently 
includes six network shows, two 
national spot series and seven syn- 
dicated programs. 


Stinson Joins ‘Milk Review’ 

W. S. Stinson, for the past 12 
years advertising manager of Cher- 
ry-Burrell Corp., Chicago, has re- 
signed, effective Jan. 27, to take an 
executive position with American 
Milk Review, New York dairy 
industry business publication. Mr. 
Stinson also was the first instructor 
in industrial advertising at North- 
western University school of com- 
merce. 


Recording Guide Available 

Radio Recorders, 7000 Santa 
Monica Blvd., Hollywood, has pub- 
lished a new rate card and guide 
in booklet form, available on re- . 
quest. The booklet, according to 
Radio Recorders, “...presents... 
information required for the intel- 
ligent planning of a recording ses- 
sion, whether in studio, home, of- 
fice or elsewhere.” 


Conti Adds Two Accounts 
Conti Advertising Agency, Ridge- 
wood, N. J., has been appoint- 
ed to handle advertising for two 
new accounts. They are Saft Corp. 
of America, Lodi, manufacturer of 
Voltabloc (R) hermetically sealed 
nickel-cadmium batteries, and 
Shielding Inc., Riverside, maker of 
Multi-Cell Shielding rooms. 
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a $1% billion bonus 
market blanketed by 
FT. PERCE The Miami Herald alone 


— STUART 


s HOBE SOUND 


PALM BEACH 
W. PALM BEACH 


LAKE WORTH 


DELRAY BEACH 


BOCA RATONM 


POMPANO 


FT. LAUDERDALE 


HOLLYWOOD 


@ MIAM! BEACH 
@ MiAMi 


HOMESTEAD 


ae OO KEY WEST 
IIe 


THIS YEAR SELL THE ENTIRE 
ee 
GOLD COAST AT ONE LOW Cows 
Greater Miami—the nation's fastest-growg 
metropolitan market (U.S. Census) 


Fort Lauderdale (Broward County)—leading 
the nation in retail sales gain 1944-54 

Plus the rest of the rich Gold Coast market, 
from Ft. Pierce to Key West 


® Population 1,100,000 plus 3 million 
tourists yearly 


®@ Retail sales over 1% billion annually 
See your SB&F man today 


KNIGHT, Publieher STORY, BROOKS 4 FINLEY, National Reps. WQAM, WQAM-PFM, Affiliated Stations 
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IF you're sponsoring one of the“ Top Ten” night-time shows, 


you are indeed among Television’s elite. Maintaining 


your lofty position is costing plenty, certain to cost plenty more. 
And if you're merely on the periphery of the charmed circle, 
your future in TV becomes increasingly ‘iffy’. Particularly... 


IF you're being heavily 
out-spent by one or 
% more competitors . . 
IF another network 
drops a stronger show 
in your time-slot . . . IF you're making 
only token impact in multi-channel 
markets .. . IF you can’t get in certain 
wanted markets while you're stuck with 
certain UNwanted markets . . . IF your 
talent is unimpressed by the economics 
of your business . . . IF your commer- 
cials are unworthy of you, your product, 
your talent or the people you're trying 
to sell. IF you've been living a charmed 
life up to now, one or more of those 
factors can turn against you any time. 

Even if you meet the merciless de- 
mands for more-&-more time charges, 
more-&-more talent charges, more-&- 
more commercial production charges, 
ultimately a competitor will decide to 
shoot the works against you. If you fold 
you lose your franchise. If you stand pat 
you may well scrape the bottom of your 
budget barrel. If you latch onto a sleep- 
er show and your “ratings” spill your 
secret, another network will pitch a hit 
show against yours and kidnap your 
audience. 

If you can afford to devote all three 
minutes of your commercial time to one 
product, /alf of your program audience 
may be able to “play back” your com- 
mercial. If you allocate two minutes to 
one product and the third minute to 
another product, 16% of your program 
viewers may retain the one-minute com- 
mercial. Only 22% of the program au- 
dience can “play back” the average one- 
minute commercial, according to recent 
findings of advanced researchers. 

In the light of these data, if you buy 
one commercial minute on a multi- 
commercial show, your actual cost per 
thousand may be $4.56 instead of the 
publicized figure of $1.06 for a popular 
show in this category. 

If you had a standard 36-inch yard- 
stick, comparable to Print media’s Au- 
dit Bureau of Circulations, you'd be 
able to get a pretty accurate fix on the 
size and costs of (a) your program au- 
dience; (b) your commercial audience. 

But no such industry-regulated yardstick 


is available. Until it arrives, you can 
wait and hope and pray. Meanwhile, if 
you navigate with one rating chart, 
you'll find “Dragnet” near the #2 
buoy. If you use a different rating chart 
you'll find. the same show closer to 
#15. TV is such an ‘iffy’ thing! 

But . . . despite its ‘iffiness’. . . you'll 
carry on. 

And now . . . IF a little voice within 
you is whispering, “He's talking to 
me!” — we suggest that you read on. 
It may lead you into one of the most 
exciting, most rewarding episodes in 
your advertising and marketing career! 


On Sunday morning, Television 
viewing is at the week’s lowest ebb. In 
those same precious 
hours you'll find one of 
the sellingest oppor- m7 
tunities of our time. 

We'll spell it out for =o 
you in a moment but, first, a bit of 
background. 

We are, as a reminder, the work-a- 
day descendants of the founders of 
America’s first channel of communica- 
tion. Five hundred and eighty-two 
newspapers served 91-million people 
long before America’s first mile of rail- 
road was laid out; nearly a generation 
before our first incandescent lamp, our 
first telegraph message, our first camera 
image. 

Those newspapers were vigorously, 
often militantly, edited. They carried 
ads . . . the only ads your forebears ever 
saw. Collectively, they provided the 
cradle for Advertising’s eight-billion 
dollar business, as we know it today. 


No Time for Glamour 


Now, as then, we’re newspaper men. 
We know our respective markets, mer- 
chants and readers as you know the 
back of your hand. And it’s in these 
markets of ours that your advertising 
investment must pay off, regardless of 
the media you empioy! 

Our people are essentially unglam- 
orous and unsung — but they know 
their trade. They're driven by an un- 


Is such 2 


quenchable thirst for news, for back- 
ground facts about people and events 
in the spotlight today or to be in it 
tomorrow. Theirs is the job to present 
all the news for all the people . . . 
swiftly, thoroughly, colorfully. 

Even our tools are unglamorous .. . 
but they work. Our “reproduction” is 
hardly fit for First Editions but it’s just 
dandy for quick interpretation of the 
news, for graphic answers to the ques- 
tion: “Who has what for sale?” The 
question, parenthetically, which sparks 
the nation’s entire productive and dis- 
tributive mechanisms. And newspapers 
answer that question for more people 
in more places more often than all 
other channels of communication com- 
bined. It’s our Number One job. 

Our standing in our respective com- 
munities is as strong as you'd expect it 
to be after generations of indispensable 
service to our readers and advertisers, 
alike. Our “audience” is measured with 
surety and not in terms of multi-expo- 
sure potentials or the ups-&-downs of 
theatrical appeal. The acid test is cash 
on the barrelhead. Nineteen billion 
times a year Americans reach for their 
favorite newspaper and for the privi- 
lege they pay $1,200,000,000. And 
what's the connection with the high 
cost of TV... ? 


* * * 


On Sunday morning . . . we news- 
paper men bring out our biggest and 
best editions. They're waited for, argued 
over, read cover to cover, section by sec- 
tion, in virtually every home in America. 

Not all members of all families read 
all sections of all Sunday newspapers. 
But in Sunday Comics — every Sunday, 
every season, every year — there’s an 
assembled audience of 100,000,000 
readers. As Life Magazine observed: 
“More people read comics strips than 
perhaps any other form of the printed 
word.” 


Today, the Comics audience is 82% 


Entire contents copyright, 1956 


adult; 18% is from 10 to 18 years.’ 
You get the small-fry free. The median 
age of readers is 34.6, lowest of all big- 
time Print media. 


No Contest 


Adult readership of Sunday Comics, 
through all the years since 1948, has, 
shown little fluctuation. Today, after 
TV's heaviest impact on America’s liv- 
ing and reading habits, 8-out-of-104 
adult readers of the newspaper read 
Sunday Comics. At least on Sunday 
morning, Comics and Television are 
not even in competition. 

The average page in Sunday Comics 
is read by more adults than the average 
page in any other section of the paper. 
And roughly 70% of the pages in a 
Sunday Comics section will be read by\ 


better than half the newspaper's total \f 


adult audience. 

It’s an entertainment-hungry audi-| | 
ence, an imaginative audience, a very}} 
human audience. Re- 
sponses to emotional 


sure. Show Sunday 
Comics fans how yous 
product will solve a simple problem/ 
in their daily lives — and prepare for 
a deluge of response! To quote Life 
again: “Americans have always been 
comic strip fans. Advertisers learnec 
long ago that a sure way to the hearts} 


J 
j 


appeals are swift and 


| 
| 
} 


} 


of their public was through stories | 


told in cartoons.” 

Marketwise, it’s the biggest single 
medium in Print or Broadcast. In 18 
years, the Sunday Newspaper Comics 
audience has enlarged 66%, while 
America’s households have increased 
39%. Total circulation exceeds 43 2- 
million homes. With 400-odd sections 
available, you can reach 50-100% of 
the families in every market worth 
cultivating. The spill-over circulation 
of these 400-odd Sunday newspapers 
provides majority family coverage in 
thousands of smaller markets beyond 
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an ‘iffy’ thing! 


, the perimeter of publishing areas. the backbone of your sales potential. | ‘pact problem because each top | visual impact plus massive marketing 
| Additionally, Sunday Comics actual- | They live honest, unglamorous, un- | market is literally clobbered by itsown | impact. 
Y ly cover Rural America (places under | sophisticated lives. They work hard, | top Sunday paper. Your commercials 
2500) more thoroughly than all | wear outclothes ina hurry, have raven- | cnjoy preferred position; one ad toa | A Challenging Suggestion 
national-&-sectional ABC-audited farm | ous appetites, rely in the main on | page, with jumbo space units for life- 
publications combined! self-medication and self-beautification. | ike, even life-size, reproduction of your The stakes are too big for you and for 
. Their horizons, their interests, their | package in full color. us to accomplish more in this discus- 
Se Reaching Sen Comma of the an are often limited. They re strictly However you may cope with the sion. Let's say we have planted a ee 
ul ome-minded, baby-minded, gadget- | problems of TV, one marketing fact | in youg mind. Let's say it would take 
. Audience minded, food-minded, clothes-minded, | stands out in bold relief: to maintain | the most convincing case you ever heard 
i. beauty-minded. By nature and neces- | your precious shelf position in the na- | to make you seriously consider a major 
d Through our total Network you can | sity, they’re dyed-in-the-wool shoppers | ton’s volume outlets it will be impera- | investment in Sunday Comics. Let's say 
" reach 18-million families coast-to-coast, | —ad-shoppers, window-shoppers, shelf- | tive to maintain massive advertising | you would demand of us complete 
dl border-to-border. With only one paper | shoppers. impact in the months and years ahead. | documentation of our case in terms of 
in each of our publishing cities, you'll It’s an audience which would hotly | And no medium in Print or Broadcast | your business. 
i get massive coverage impact as follows: | resent any deviation from accepted | comes even close to Sunday Comics in Interested? Just say the word — and 
. In 42 of the nation’s standard metro- | standards of morality, wholesome | the business of delivering massive | we'll take it from there! 
3 politan county areas Metro delivers home-life, religious or 
a 9.8-million ABC net paid circulation, political freedom . . . 
wll 59% of our national total. These areas, standards self-imposed 
! Wig} the focal points of all mass marketing by creators of the fea- 
Wa | today, yield $60-billion in retail sales, tures, policed by the 
7 : better than a third of the nation’s total. | Syndicates, double-checked by our own THE LIFE-SPAN OF TALENT 
zi In each of these areas you'll achieve | editors. Says the Journal of Educational Where else in Print or Broadcast will you find a life-span such as 
; Wm} upwards of 50% family coverage. And | Sociology: “Certain it is that comics this for leading features in Sunday Comics? 
i% outside these pivotal areas you'll reach | have emerged as a major institution. 
ij another 7,000,000 families! They are here to stay. Their potentiali- —— Voor Started Chentatien 
: eend -nateedetelted dem, based ties as a social force are tremendous. It a FREE oocces Gabe 6a oa Top éeienedee See 
CHM Jf cccincsee, exe ane sveilebic. | Sebooves as to enderstend the comics, Our Boarding House... s..scsccs 1921 eessc.cc.s. €A00,000 
nf Market by market, its impact paral- learn to live with iain, tay shed e* Out Our Way........esesseeeeees MEE cient acai 16,000,000 
Cnc sianill sien gennentely snnee cheat medium of communication. DEE | sina. «< nhgaieeadhanes +4 5 13,300,000 
(MM) than any other medium. Its correlation . Seen ial ha, ee ae eo 4 Sahl ponies 
W-MBB) with food and drug chain selling arcas | Worle's Best Known Dixie Dogan »--<.s0ssccssconsee, 1929 co. cscecese 12900.000 
6 i) is The Answer to many a frustrated | Entertainers Jat FOGG |. oo vcs de cvarccccced ee tReet: 20,500,000 
‘5 Wie) Sales Manager. DOOR nsckn ccs can bia cieddg enact Dcecakbsenes 27,000,000 
st It’s an audience that knows no Yes, the Sunday Comics audience is Dich: Taney .cccnccsssscasvccccecs ee 23,500,000 
bounds of age, sex, income, geography, | a loyal, ‘round-the-calendar audience... Terry & the Pirates...........+04. ere 22,300,000 
" politics or social posi- | an audience that knows its entertainers Mary 0 ee eee ae 20,300,000 
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B tion. Redbook noted: | as it knows few other stars of politics, Gelli FAIRE occu hese: ~.. deena ne, as 17,500,000 
s “Because so many mil- | business, sports, movies, radio or TV. Seen. «ki races o> .nnenbeaee Se 16,500,000 
e lions of readersinevery | And speaking of stars... when you in- Oe ee) ee eee SEE a's wlipéa'ey s 10,200,000 
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f | any other single medium is more effec- | summer replacements. Your time-slot ak i ks RR 1948 Be aio 20,300,000 
bh H sive in presenting ideas — both to chil- | isalways right because Sunday morning Sent: «nits pani emia ie ca. 17'500,000 
n dren and adults.” is the same the nation over. You have Dennis the Menace...........0++++ eae 17,500,000 
s It’s an audience of such magnitude | no metwork choice to make because Judge Parker ......++++sseeeeeees 1952 ee seeeeeees 15,000,000 
n [i that it embraces the work-force of the | reading Sunday Comics is a nationwide, 
d Zi nation, the bulk of big-city population, | all-family habit. You have no market 


America’s Most Cherished Medium 
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CHICAGO Tribune HOUSTON Chronicle PITTSBURGH Press SYRACUSE Post-Standard LOS ANGELES Times SAN FRANCISCO Chronicle 

. Sun-Times INDIANAPOLIS Star PROVIDENCE Journal WASHINGTON Star OAKLAND Tribune SEATTLE Times 
CLEVELAND Plain Dealer MILWAUKEE Journal ROCHESTER Democrat & WICHITA Eagle PHOENIX Arizona Republic SPOKANE Spokesman-Review 
COLUMBUS Dispatch MINNEAPOLIS Tribune Chronicle PORTLAND Oregon Journal TACOMA News Tribune 
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than any other newspaper 


Your advertising goes home, stays home, 
is read at home in the pages of the favorite 
newspaper in Greater Philadelphia’s multi- 
billion-dollar market—The Evening* and 
Sunday Bulletin. 


There’s unusual interest in the sparkling 
new appearance of The Sunday Bulletin. 
With 10 separate sections and R.O.P. edi- 
torial and advertising color, The Sunday 


*Largest evening newspaper in America 


Bulletin is published on new presses, in 
new type, in the most modern newspaper 
plant in the world. 


The Bulletin packs selling power through- 
out a market noted for its buying power. 
Philadelphians like The Bulletin; they buy 
it, read it, trust it and respond to the adver- 
tising in it. 


The Bulletin is Philadelphia. 


In Philadelphia nearly everybody 
reads The Bulletin 


Advertising Offices: Philadelphia, 30th and Market Streets 
New York, 285 Madison Ave. * Chicago, 520 N. Michigan Ave. 


Representatives: Sawyer Ferguson Walker Company in Detroit 
Atlanta * Los Angeles * San Francisco 
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Feature Section 


Advertising Age 


C. M. Weighs the Strike Ads 


Production Man Is Color Conscious 


Bedell’s Subject: ‘Guys and Dolls’ 


Auto Distribution Must Change: Weiss 


Opinions expressed here are those of the writers, and not necess‘rily those of Advertising Age. Comments are always welcome. 


PER OF MARKETING 


THE NATIONAL NEWSF@ 


Salesense in Advertising... 


There's Magic in ‘How’ 


By James D. Woolf 
(Mr. Woolf is an advertising con- 
sultant who spent many years as 
v.p. in charge of creative activities 
of the western offices of J. Walter 
Thompson Co.) 

It is probably true that all human 
beings, even the least ambitious of us, 
want to know HOW to do one thing or 
another that will be to our advantage. 
Mom wants to learn how to bake a better 
pie, Pop wants to know 
how to shoot golf in the 
low 70s, Junior wants 
to know how to make 
the high school foot- 
ball team, and Sis 
pines to know how to 
go about capturing a 
boy friend. 

Most human hanker- 
ings, it seems, pertain 
to our yearning to 
achieve certain end results that seem de- 
sirable to us. 

It has long been a notion that the simple 
word “How” is one of the most potent 
words in the copywriter’s lexicon. 

Victor O. Schwab, president of Schwab 
& Beatty Inc., an agency which handles 
what is probably a larger volume of mail 
order advertising than is handled by any 
other American company, appears to be a 
strong believer in the “how” approach. 


James D. Woolf 


s In “Advertising Handbook” (Prentice- 
Hall), he makes this comment on “How 
to Win Friends and Influence People,” the 
seven memorable words that sold several 
million copies of Dale Carnegie’s celebrat- 
ed best seller: 

“Words like How To, An Easy Way To 
... Suggest News, or a short-cut to some 
desired accomplishment; make people 
want to read the copy that follows. If the 
Carnegie headline were changed to Win 


Friends and Influence People, then it 
would become simply a wall-motto, a 
piece of trite advice.” 

A. W. Shaw, once the publisher of a 
highly successful periodical, System, the 
Magazine of Business, was an advertising 
man of demonstrated ability as a seller of 
business books by mail. As reported in 
ADVERTISING AGE, issue of Jan. 2, Mr. Shaw 
developed a distinguished alumni group, 
among them such stellar performers as the 
late Philip W. Lennen; James W. Young, 
now senior consultant, J. Walter Thomp- 
son Co.; and Edwin C. Coxe, now senior 
v.p. at Kenyon & Eckhardt. I have Jim 
Young’s word for it that Mr. Shaw con- 
stantly preached to him the gospel of 
“how.” 


® All of the Shaw books, if my memory 
serves me rightly, had, like the Carnegie 
book, a “How” title, as did many of the 
articles in System. One of his books, How 
to Write Letters that Win, taught me more 
about effective copywriting than any 
book I have read before or since. Incident- 
ally, I once wrote an article for System 
with a title something like The Art of 
Writing Convincing Copy. Mr. Shaw liked 
the article well enough but not the title. 
His revision: How to Write Copy that Con- 
vinces and Sells. 

I have a notion that Mr. Shaw, if he 
were to put his hand to it, would rewrite 
quite a few of the headlines we see in ad- 
vertising today. 

What is the magic in “How”? Simply 
this: “How” in the headline is a promise 
that the reader has it within his power to 
attain a desirable goal; a promise that the 
copy will be instructive and informative, 
and not tiresome brag-and-boast and 
blah. A perfect example is How to Make 
Tough Meats Tender, the title of an article 
in The Reader’s Digest on the subject of 
Adolph’s Meat Tenderizer. 


Looking at Radio and Television... 


Behind the Account Shifis... TV? 


By the Eye and Ear Man 

This is a restless period in advertising 
which is symbolized by a shifting of 
agencies by advertisers. Very often the 
change is made because of tv for the 
simple reason that television may repre- 
sent more than 50% of the consumer sell- 
ing effort on the part of many of these 
accounts. 

It is true that good television manage- 
ment in an advertising agency may make 
the difference between high circulation 
and mediocre television. It is also usually 
true that there are severe limitations 
imposed in tv that make it impossible to 
perform miracles. Here are some exam- 
ples of serious problems and the possible 
solution: 

1. The client with the sick situation 
comedy. 

Chances are that this program is on 
film; most of them are. Chances are that 


the contract has 39 firm weeks with the 
right to use repeats in the summertime 
at a third of the original cost. If the 
client changes agencies, there is little to 
be done by mid-season but decide wheth- 
er to cancel or renew for next fall. 


= If the decision is to renew, the new 
agency television expert can try to per- 
suade the owner to change producer, 
director, star, or all three. But the odds 
are that the producer or star is the owner 
and asks the classic question, “What do 
you know about comedy, Buster? I made 
$900,000 last year because I’m a genius. 
You stick to advertising and I'll take care 
of the comedy. Who cares about ratings, 
anyway? Everybody knows that there are 
only 20 homes in that survey. You mean 
to tell me that 20 lousy families tell me, 
a genius, that my comedy ain’t good?” 
And on far into the night. 


Just Looking... 


When Philip W. Lennen died re- 
cently, advertising lost a great figure 
of what might be called its romantic 
period. 

Today, advertising is a glamor busi- 
ness to those on the outside. In Phil 
Lennen’s best time, it was glamorous 
to those who practised it. 


® Lennen himself helped to make it 
so. In the fashioning of ads he found 
all he needed to satisfy the creative 
drive of a really first-class mind. 

To him, advertising was always an 
adventure, a challenge, a kind of 
never-ending wonderland full of ex- 
citing ideas and lovely phrases and 
sales curves waiting to be bent sky- 
ward. 

His dictum was, “Great ads are cre- 
ated by people.” He counseled, “Find 
the Man.” For he was convinced that 


By Walter O’Meara 


the creative man is the dominant fig- 
ure in the advertising picture, and of- 
ten said so. 


® Phil Lennen had style, color, and 
a certain way of dramatizing—to him- 
self as well as others—everything he 
did. 

In all these respects, he was the type 
of an essentially romantic era: as were 
also such colorful yet hard-headed 
men as Claude Hopkins, Arthur Kud- 
ner, Obie Winters, J. Stirling Getchell 
. .. and another, not properly a copy- 
writer at all, whose heart was Some- 
where West of Laramie. 

Businesses, like nations, have their 
frontiers; and frontiers are always a 
little touched with wonder. Some of 
the wonder rubbed off, I suppose, on 
Phil Lennen and the others of his van- 
ished time. 


If this is true, there is nothing to do but 
cancel. The new agency does, and the rat 
race is on again. There is no such thing 
as an infallible way to pick new shows. 
No surveys, tests, juries, or usually 
reliable opinions can help to any great 
degree. Even if an agency has a better- 
than-average record of success, the odds 
are still 50-50. 

2. The client with the sick quiz show. 

This guy read that the “$64,000 Ques- 
tion” ran away with the audience and 
nothing would do but what he would 
spend more money and do the same thing. 
He ordered his agency to get him a bigger 
show and started eating the carpet when 
he discovered the oldest rule in show 
business: “You can’t buy an audience.” 

The new agency was picked because of 
its association with hit quiz shows. But, 
alas, nothing is deader than a dead show. 
Even good doctoring can’t bring the dead 
back to life. And so it goes. Even a new 
quiz show may not work. There appears 
to be room at the top for only a few in 
this category. 

3. The client with the sick variety 
show. 

This chap didn’t want to pay the price 
necessary to buy a top show. He stood 
up and recited the corniest adgag of 
them all—“‘Now, men, you know we have 
only limited advertising dollars. (This 
usually comes from billion-dollar clients.) 
But what we lack in dollars we will 
make up in genius. I am relying on you 
gentlemen to outsmart, outrate, outfox 
and underspend our competitors.” 

Sure you are, Dad. So are your com- 
petitors. So is everybody, but the smart 
ones know you get nothing for nothing. 
You have to pay for talent and talent 
makes for success in almost all cases. 

Next agency comes up. Gets the same 
speech. Strikes out. Can anybody use a 
rich old client? 

4. The client with a sick dramatic 
series. 

This one isn’t so hard. Without being 
tied to stars or a formula, a smart agen- 
cy can move in on this type of show and 


fix a bad one or improve a dull one. Only 
the producer or story editor need be 
removed, in most cases. The show can 
be live or on film. The end result will 
be similar; the only difference is that the 
live show can be fixed in a few weeks and 
the film show will take as long as the 
show has films made ahead. Even then 
the old films can be relegated to summer 
showings. 


® There is little excuse for anthology 
not being good. If an agency doesn’t move 
in on it, assuming that there is a con- 
tractual right to fix it, a new agency 
would be in order. 

5. The client with the good show and 
bad commercials. 

This is the most heinous sin of all. If 
the situation can be clearly and unequiv- 
ocally substantiated, the advertiser should 
move in with dispatch and fire the 
agency. The new agency should be se- 
lected on the grounds of personne] and 
past performance in related fields. 

6. The calculating client. 

In general, sophisticated clients with 
scientific management rarely change 
agencies. An agency is an _ institution 
without any assets except the minds of 
individuals working for that agency. It is 
often easier for a client with advertising 
problems to insist on new thinking for his 
account—either from within the agency 
or hired from without. If the agency was 
selected with care, the general services 
and top-level thinking must be presumed 
good. It is therefore unwise to jettison a 
good agency for minor trouble. 

Television is a strange and wondrous, 
inexact science. Certain safeguards can 
and should be taken to minimize the 1 isk 
invelved in buying television, and a 
thorough media analysis should be made 
to find the exact type of television. But 
when it comes to shows, there is no such 
thing as an expert. Mistakes have been 
and will be made by the best. Accept this 
as one of the risks of using television 
and don’t be too hasty about changing 
95% good because of 5% bad service. 
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The Creative Man’‘s Corner... 


’ 


Advertising Age, January 16, 1956 


Strike Ads Fall Short as Communicators to the Public 


A reader sends us copies of two recent advertisements run in connection 
with the Westinghouse strike and asks us not only what we think of them 
but what we think of the use of advertising in general in strike situations. 

We are told that it has become traditional with this Corner not to use for 
publication any material submitted, for obvious reasons. Replies, if made, 
are generally made directly. Nevertheless, this particular subject—and the 
widespread controversy engendered by the Westinghouse strike—seemed to 
us deserving of comment. 


® Let's consider, first, the use of advertising in general in strike situations. 
This, like public relations advertising, it seems to us, brings to the fore the 
fact that the role of communication in our economy is as vital to its con- 
tinuing health and well-being as the role of the arterial system is to the 
human body. It helps clear up a lot of confusion about advertising, too— 
confusion which, in our opinion, still exists among all too many advertising 
men: that advertising is, as Lasker defined it, basically “salesmanship in 
print.” 

This definition and its unquestioning acceptance by a number of practi- 
tioners have undoubtedly led to many of the excesses of which advertising 
has been accused. For, accepting “salesmanship” as the art of getting some- 
thing sold, they willy-nilly jumped to the conclusion that advertising could 
forego strict adherence to truth, logic and good taste so long as it “sold.” 
Nobody asked Lasker what he meant by “salesmanship”—although it is 
quite likely he meant just what it was assumed he meant: getting the order, 
no matter what. 

Salesmanship, too, however, it is becoming recognized, is a matter of com- 
munication—and the clearer, the more precise, the more documented the 
information, the more positive the sale and the greater the possibility of 
future sales. 


® Strike advertising, however—of which these two Westinghouse ads are 
prime examples—has helped little in advancing advertising as communica- 
tion. In its ad, for example, the IUE contends it has asked Mr. Price, as 
president of Westinghouse (a) to participate in negotiations with the union; 
(b) to discuss the issues before public officials, business men and other 
groups; (c) to submit both the company’s proposals and the union’s proposals 
to a vote of the strikers (italics ours), and (d) to call a special meeting of 
the stockholders to review management’s conduct in connection with the 
strike. It also contends that Mr. Price has refused to do any of these things. 

Now it so happens that none of these things is Mr. Price in any way obli- 
gated to do—and, even if he were to agree to them (one or more of which 
are either loaded or could be loaded), it would not necessarily lead to a set- 
tlement of the issues involved in the strike. 


® In the face of an accusation by the IUE that the 5-year agreement offered 
by the company is actually “inferior” to its present agreement, Westing- 
house, in its ad, simply states generally what its 5-year offer includes: guar- 
anteed raises every year for every employe; cost-of-living raises every time 
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the cost-of-living index goes up; increased pensions; increased insurance 
“and other benefits.” Is this a genuine “Report on the Strikes Against West- 
inghouse” as the caption indicates it is? What are the hard and unvarnished 
facts? The cases as presented remind us of nothing so much as the fatuous 
presentations publications usually make, one against the other—in which 
the total sum of “facts” and “figures” can never be compared and weighed, 
since they are seldom in the same categories. 

We should like to see an ad run by both the union and the company— 
in which the issues involved are presented as agreed upon by both, every 
issue followed immediately by a paragraph giving the union contention and 
another paragraph giving the company contention. This, we think, would 
be using advertising at its potentially most effective. 

It is, of course, highly unlikely that either management or union leader- 
ship would consent to such a sharing of space—on the ground that it would 
be denying them the advantages of stating their own case in their own way. 
Which is precisely what is wrong with the Westinghouse strike ads and most 
strike ads. They are published not so much in the public interest as in the 
interest of their sponsors. 


On the Merchandising Front... 


Auto Distribution System Has 
Outlived Its Day 


By E. B. Weiss 
Merchandising Consultant 
In the 1955 model season, no less than 
1,000,000 new cars were sold on used car 
lots—at cut prices. 
In the 1955 model season, no less than 
1,000,000 new cars were sold by “legiti- 
mate” auto agencies in 
the last two months of 
the model year at sev- 
erely cut prices be- 
fore figuring the trade- 
in. 
In the 1955 model 
season, no less than 
3,000,000 new cars were 
sold with trade-in al- 
lowances that repre- 
sented price cuts of 
from 10% to 30% of list price 
In brief, out of total production of some 
6,500,000 cars of 1955 models—at least 
5,000,000 were sold under list in one form 
or another. And that is probably an un- 
derestimation—perhaps not 500,000 of the 


1955 model year were sold at full list. 

Simultaneously, the retail auto business 
has become over-run, as one might expect 
under these circumstances, with a multi- 
tude of shady practices that have made 
“Let the buyer beware” anything but a 
dead dodo in a museum. As a matter of 
blunt fact, there are few, if any, discount 
outlets in other merchandise categories in 
which ethics, standards of legitimacy and 
integrity have fallen so low as is true today 
in broad segments of automobile retailing. 

This is not, essentially, the fault of the 
auto retailer. The problem traces back to 
a system of marketing premised on buying 
conditions that, today, are almost non- 
existent. 


s The original system of auto marketing 
was premised on a need for selling at the 
retail level. In the traditional sense, selling 
is no longer needed; cars are self-bought 
by the public, precisely as is true of major 
appliances and so many other categories of 
merchandise. But in the auto industry, the 


distribution structure and the discount 
structure continue to be premised on a 
requirement for retail selling that is vast- 
ly lessened today and on a service-after- 
the-sale that is rarely worth its cost. 


® In the major appliance field, broad 
studies are being made by General Electric 
because the shopper self-buys major and 
other appliances. Indeed, a few months 
ago, in an unguarded moment, President 
Ralph J. Cordiner of General Electric 
made some off-the-cuff remarks in which 
he made it fairly clear that GE’s ultimate 
marketing goal will be to set up the re- 
tailer so that the retailer takes the cus- 
tomer’s order, passes it along to a central 
distribution point which, in turn, would 
ship the appliance directly to the cus- 
tomer. GE would also take care of serv- 
icing, which the appliance stores has no 
more rendered in recent years than has 
the typical auto agency. Then dealer 
mark-ups would be trimmed accordingly. 
But, to date, there has been no indi- 
cation of any new marketing policies 
emerging from Detroit, shaped to fit the 
requirements of the buyer of the modern 
automobile. On the contrary, the very in- 
dustry which has showed itself to be most 
progressive in its manufacturing proced- 
ures continues to show itself to be most 
backward in its marketing procedures. 
As a consequence, the retailer sharp- 
shooter, the charlatan, the faker—all 
these and worse—are taking over sizable 
segments of automobile retailing.. Visible 
evidence of the lengths to which these fly- 


by-nights will go, as well as the desperate 
plight of traditional auto agencies, has 
been spread before the public in the ab- 
surdly fantastic advertising that typifies 
so much retail auto copy. 

It was about four years ago that I was 
practically torn apart at a meeting in Chi- 
cago by a group of major appliance mer- 
chants for remarking that they were no 
longer entitled, either by shopper re- 
quirement or by service rendered, to 
their traditional markups. Today, it ap- 
pears to me self-evident by the industry’s 
own practices, that the auto retailer is 
no longer entitled—either by shopper re- 
quirement or by service rendered—to tra- 
ditonal markups. 


® Maybe $50 to $100 is as much of a dol- 
lar margin as a retail auto dealer is en- 
titled to under present-day conditions. 
And maybe auto retailing can and must 
be changed so that a dealer can earn a net 
profit on that sort of margin. Perhaps dol- 
lar gross and not percentage markups will 
become the fundamental basis of auto 
retailing. I rather suspect that the trend 
will be in this direction. 

Be that as it may, it appears to me that 
the existing turmoil, lack of standards, 
and general shoddy retailing practices 
must some day lead to quite a revolution 
in the marketing of automobiles. Un- 
fortunately, there is little indication that 
this will come about in 1956—certainly it 
is hardly likely to come about this year 
as a result of manufacturer policy. 

(Continued on Page 44) 
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When you print a red apple on Hammermill Offset 
it isn’t just a red apple. It’s a Rome Beauty, or a 
Delicious, or a York Imperial, or a Stayman. You 
can reproduce subtle differences in color faithfully, 
with striking realism, on new Hammermill Offset. 
It’s brighter, blue-whiter. And it’s cleaner than 
ever —the result of centrifugal cleaning equipment 
that took Hammermill a half million dollars to in- 
vent, develop and install. 

Lithographed on Hammermill Offset. Substance 80, Wove finish 

Manufactured by 
HAMMERMILL PAPER COMPANY, ERIE, PENNSYLVANIA 
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CLEAN AS THE NEW HAMMERMILL BOND. It isn’t often that you will see 
a speck of dirt in Hammermill paper nowadays. Every bit of pulp that goes into 
any Hammermill paper gets a final cleaning through centrifugal equipment that 
whirls any impurities out of the pulp—equipment that Hammermill spent a half 
million dollars to invent, develop and install. This — 

extra step makes Hammermill Bond cleaner than “nna aeRRAgg 

ever. Another reason why it prints better, types better, BOND costs no more 
looks better. Hammermill Paper Company, Erie, Pa. -cnd actually Jess than many other watermarked papers 
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75,000 TIMES — 


in 34 months... 


We Rang the Bell 


THE MORE THAN 21,000 READERS of ADVERTISING REQUIREMENTS 
don’t read the magazine for fun. They’re looking—for ideas which they can translate to their own 
uses in every aspect of advertising and marketing, and for the methods and mechanisms through 
which these ideas can best be used. These are the individuals, you see, whose responsibility it is 
to turn inspiration into practical accomplishment—people whose creative flair is combined with 
know-how about the “nuts and bolts” of advertising. And these are the people whose hands are on 
the purse-strings, when decisions are made as to how and where to spend the more than $3,000,000,- 
000 which is poured out annually for sales promotional and advertising materials and services. 


ADVERTISING REQUIREMENTS has become one of the most important working tools for these _ 
people. You'll find each monthly copy right at their hands—and back issues within reach. What's 
more. important, you'll find that they’re poring over the magazine page by page—and acting upon 
the ideas and suggestions they find there. We think the response figures speak for themselves—and 
clamorously: An enormous 75,000 inquiries for more information about 375,000 items and ser- 
vices advertised or editorially noted, in just 34 months of publishing! 


Who exactly are these avid, active, interested readers? They come from the heart of advertising: 


advertising departments of promotion departments of mag- production, art and merchandis- 
national, regional and large yy azines, newspapers, business yy ing departments of advertising 
retail advertisers papers, radio and tv stations agencies and major advertisers 


If you are selling goods or services which are usable in any division of advertising or marketing, 
you'll know that the groups listed have huge daily requirements for items in every one of the 13 
sections to which AR gives thorough editorial coverage every month. Undoubtedly, they repre- 
sent a concentration of your best and largest prospects. 


More and more prominent suppliers to this field are carrying more and more space in AR. For ex- 
ample, ADVERTISING REQUIREMENTS is consistently running a larger volume of advertising 
per issue for manufacturers of printing papers than any other advertising publication! This (taken 
with that fantastic record of reader response) can mean only twot! -gs: advertising in AR is good 
business—and if you are not carrying a schedule there, you are ms. ag one of the most effective 
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HWANDISING 


approaches to your market you can find! 


* SOMETHING TO SEND FOR... 


We have prepared special reports on several important segments of the field AR serves. Just 

check those which apply to your interests, and mail to the address below. No obligation! 
HOW ADVERTISERS AND AGENCIES BUY: 

C] PRINTING [] PREMIUMS [] ART & PHOTOGRAPHY 

() ADVERTISING SPECIALTIES [] POINT-OF-PURCHASE ADVERTISING 


FULL FEATURE SECTIONS EVERY MONTH 


Art and Photography 
Audio and Visual Aids 
Direct Advertising 
Packaging and Labeling 


Layout and Typography 
Paper 


Photoengraving and Platemaking 
Premiums, Prizes and Specialties 


Printing and Binding 
Radio and TV Production 
Shows and Exhibits 
Signs and Identification 


Window and Store Displays 


() AND SPECIFY PRINTING PAPER 


[0 ADVERTISING INFLUENCE ON PACKAGING eee 


Additional studies are being made—if your subject is not covered by the reports 
listed, let us know your special interests. 


Materials 
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(Continued from Page 40) 

Instead, the auto manufacturers seem 
most anxious te hush up the situation. In 
1955, they went to the extent of eliminat- 
ing prices from their own advertising and 
I think it is shocking to note that, late in 
1955, when Ford began to mention prices 
in some of its radio commercials, it re- 
luctantly admitted prices would vary 
“somewhat” within a single trading area. 
(This, of course, was simply recognition 
of an obvious state of affairs—because in 
any number of communities the auto 
shopper may obtain a dozen different 
prices on the same make, same model, 
from a dozen auto agencies.) 


# I note that in several recent instances, 
auto makers have been singled out for 
marketing awards. That puzzles me, be- 
cause if there is one major industry today 
in which the marketing situation is to- 
tally and horribly fouled up, that in- 
dustry is the auto industry! 

As a matter of fact, it appears to me 
that the only intelligent recognition of 
the true shopping preferences of the auto 
buyer is to be found—not in auto manu- 
facturing circles—but in auto retail cir- 
cles. Clearly, when one out of six auto 
shoppers willingly buys a new car from 
a so-called used-car iot in an atmosphere 
that is almost calculated to discourage 
buying, then it is the operator of that 
used-car lot who has developed a retailing 
procedure that appeals to a substantial 
slice of the auto-buying public—not the 
manufacturer. 


@ I see that in several communities, so- 
called “auto supermarkets” have sprung 
up. These retail operations sell a va- 
riety of auto makes, all at considerable 


discounts. It seems to me that this con- 
cept also shows a keen recognition of to- 
day’s facts of life with respect to the 
manners and modes of auto buying by the 
public—but it should be noted that this 
concept was fathered by retailers, not 
by manufacturers. 


s As a matter of fact, judging by adver- 
tising of the 1956 autos, I think that the 
auto makers have fallen in love with the 
rear-ends of their cars! This absorption 
with tail-lights is one of the most remark- 
able incidents I have observed in all my 
years on the advertising-marketing scene 
—and it hardly entitles the auto makers 
to awards either for advertising or for 
marketing brilliance. 

It interests me to note that Singer 
sewing machine, which has always con- 
fined its selling to its own retail agencies, 
has apparently decided to try some de- 
partment stores as outlets. In the ap- 
pliance field, it is pretty apparent that at 
least some of the manufacturers have 
circumvented their distributors and are 
selling direct to large retailers, and, as 
I mentioned earlier in this column, Gen- 
eral Electric is clearly doing some deep 
thinking on this subject. 


® What this all suggests is that manu- 
facturers whose ultimate consumers are 
evoluting and even revoluting in their 
shopping habits are—slowly in some in- 
stances—revamping their distribution 
structure to conform with shopper wishes. 
But the auto producers continue essen- 
tially to hang on to a distribution system 
which has outlived its day and which has 
fallen to such low estate as to make a 
mockery of so-called “modern” concepts 
of “legitimate” retailing. 


‘Find the Man’ Was Lennen’s Solution 
to Creative Advertising Problems 


By Thomas Erwin* 

Phil Lennen’s death on Dec. 24 took 
from advertising one of the most gifted 
creative men who ever worked at the 
trade. 

He was a vital force in the agency busi- 
ness for more than 40 years, mainly 
through the brilliant example of his work, 
and his influence upon those lucky 
enough to work closely with him. 

He was not a mixer; a joiner; a public 
speaker; a committee member; or a self 
publicist. His agency never even joined 
the Four A’s until after 20 years of its 
existence-—and then only after pressure 
by his associates. 


® All of his interests and energies were 
focused upon just one thing—producing 
superlative ads—a specialty in which he 
had few equals. 

He cared little about anything else. He 
didn’t play golf—never attended baseball 
or fvotball games, or prize fights—and 
cared little apparently for the theater or 
music and, strangely enough, he devoted 
little time to reading books. 

He belonged to the Metropolitan and the 
Cloud Clubs, but seldom visited either. 
His only known hobby was advertising! 

While he probably knew a few thou- 
sand people, his circle of intimates was 
limited. And because he was an extreme- 
ly complex personality, few even of his 
close associates and clients ever really 
knew and understood him. 

This is regrettable because today espe- 
cially, the advertising business needs to 


*Mr. Erwin is a creative copy consultant 
who was at one time creative director of 
Lennen & Mitchell. 


re-learn the one big thing which his work 
and his thinking exemplified above every- 
thing else—that, to quote him verbatim, 
“the creative man remains as always the 
dominant figure in the advertising busi- 
ness” ...that “good advertising isn’t ma- 
chine produced; it is man-made.” 

This conviction and credo were so 
strongly inbred in him that it shaped the 
entire pattern of his agency’s work, its 
personnel, its working methods. It was 
expressed in the very first advertisement 
he ever wrote for his agency, in 1924, 
when Lennen & Mitchell was born— 
born, incidentally, without a single ac- 
count. 

This now famous all-type newspaper 
page ad ran in New York, Chicago, and 
Philadelphia. Its headline read: 

There is only one solution to 

an advertising problem: 

FIND THE MAN! 

Students of the art of writing persuasive 
copy will find no better example to study 
than this masterpiece—which is repro- 
duced in Julian Watkins’ “The 100 Great- 
est Advertisements.” 


® At the time of the ad’s appearance his 
entire agency staff consisted of himself, 
Jack Mitchell, Myron Perley, a truly great 
art director, and, I believe, two typists. 

But this advertisement built such a 
convincing case for the talents of “the 
principals of this agency” that it brought 
immediate, interested response from many 
important advertisers. 

One of these inquiries came from the 
P. Lorillard Co., which soon became his 
first client, and today, is still the largest 
account in the present Lennen & Newell 
organization. 

No agency “house ad” ever paid a 


handsomer return on its investment. To 
date the Old Gold account has billed near- 
ly $200,000,000 since 1924—a fabulous re- 
turn indeed, from any advertisement, for 
anything. 


® Believing as he did in gifted individuals, 
Phil Lennen assembled one of the ablest 
creative staffs that has ever operated un- 
der one roof in the agency business. He 
hired only top talent—and he paid them 
top salaries; $25,000 was almost a mini- 
mum wage for an L&M copywriter. And 
his senior art director received $62,000 
during the years in which I headed his 
creative department. 

His usual operating method on almost 
every important new campaign was to as- 
semble his entire staff of expensive stars 
and put everyone to work on the prob- 
lem, including himself, for days and 
nights until, from all the dozens of ideas 
incubated, one was adjudged the final 
winner. 

Whenever possible, new campaigns 
were tested in newspapers in at least one 
test town before being run nationally. 

All important pattern ads were sub- 
mitted to clients in practically finished 
form—with type struck in—and with 
finished photographs tipped in (if photo- 
graphic illustrations were used). 


® This “system” entailed production costs 
which were often frightful. Especially 
when, as sometimes happened, Phil would 
disappear to his apartment long enough to 
lick the problem  single-handed, and 
hasten to get his campaign okayed by the 
client without bothering to tell anyone. 

Meanwhile, a dozen writers and art di- 
rectors might be working madly for days 
—and wasting scads of L&M’s money on 
expensive layouts, photographs and art- 
work—before the news percolated to 
them that the fire was out. 

Such occasional lapses were the result 
of Phil’s complete obliviousness to every- 
thing, once he became excited about a cre- 
ative idea. His powers of concentration 
were total. 


® One of his characteristics was an aller- 
gy to physical exercise in any form. He 
was a big man—about 6’-2”—overweight 
and soft; even his handshake was flabby. 
But there was never anything flabby 
about his cerebral energies—and—stam- 
ina. 

The fact that he was transported twice 
daily in his chauffeur-driven limousine 
the eight blocks between his Park Ave. 
home and his office was not entirely due 
to his aversion to exercise. It was also an 
expression of his love for doing every- 
thing in the grand manner—in his busi- 
ness and in his personal life. 

He loved luxury—thought big—and 
operated big. He exuded success. And he 
was able to impart the contagion of suc- 
cess to his clients and associates. 

He was in many ways as unstable as 
quick-silver—a creature of unpredictable 


Employe Communications... 


Communications and 


By Robert Newcomb and Marg Sammons 
(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations. ) 

Although 1955 may go down in history 
as the greatest year for industrial and 
business mergers, the merger that really 
made the headlines was marked by the af- 
fable handshake between Messrs. Meany 
and Reuther. The hatchet-burying cere- 
monies were brief and impressive, the 
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swift-changing whims. 

After stubbornly battling for an idea 
for an hour, he could reverse his *hinking 
completely while walking the length of an 
office corridor. 

He possessed a keen, logical mind, and 
the unerring sense of news values which 
great newspaper editors have. But the ad- 
vertisements he personally produced were 
arrived at never by ponderous research, 
but by intuitive methods. 

He was a hunch artist, but his hunches 
sprang from an uncanny understanding of 
human desires—of what makes people 
tick. 

And he possessed rare artistry with 
words and keen picture sense, with which 
to implement his hunch ideas. 


® Where he acquired his understanding is 
a mystery, because he never seemed to 
read much of anything except ads. During 
ten years of working with him, I scarcely 
ever saw him read even a newspaper, yet 
he always seemed miraculously well in- 
formed on everything that was happening 
in the world. He almost seemed to absorb 
it by osmosis, 

I was, quite inadvertently, the first per- 
son to discover the heart condition which 
finally caused his death. 

This was in 1943. I had borrowed a lie 
detector machine and was using it for 
some cigaret-smoking experiments on 
various people in the office, for a test 
campaign which never got beyond the ex- 
perimental stage. 

Phil Lennen dropped into my office 
late one evening and I got him to take the 
test. The needle nearly jumped off the 
paper. It registered a violently abnormal 
cardiograph. 


® He had no understanding of its signifi- 
cance, and I never told him. But, that 
evening I told his closest friend about it, 
and made him promise faithfully to take 
Phil to a leading heart specialist the next 
morning. I had to leave town that day. 

For some reason he was never taken to 
the doctor, and three days later, while I 
was still away, he suffered a severe coro- 
nary, which put him in an oxygen tent for 
many weeks, and in the hospital for a 
year. I suffered pangs of conscience— 
feeling that the tragedy might have been 
prevented had I managed to have gotten 
him to a hospital in time. But when I later 
consulted a famous heart specialist about 
this, I was assured that the outcome would 
probably have been the same, regardless. 

After thirteen months, Phil returned to 
work—on a limited working schedule. But 
it was the beginning of the end of his 
brilliant 40-year productive period. 

Now he is gone, and with his passing the 
advertising profession has lost one of its 
greatest men. Without benefit of slide- 
rules, gimmicks, formulas, or Dr. Sigmund 
Freud, but by sheer creative talent, he 
produced many of the greatest advertising 
campaigns that any of us are ever likely 
to see. 


the AFL-CIO Merger 


labor moguls being anxious to get on with 
more important business. 

Employe communications, of course, 
immediately received a tremendous shot 
in the arm as a result of the labor mar- 
riage. Management men the country 
around are suddenly of the mind that 
those old programs must now be brought 


out, dusted off and put to work. There is | 


hope in the executive heart that, by some 
miracle of persuasion, employe communi- 
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cations can now get the free enterprise 
wagon back on the tracks again. The older 
engineers of communication are not too 
sure, but seem willing to try. 


® Out of the deluge of ringside comment 
have come a few drops of real wisdom. 
They originated with Tom Spates, now 
professor emeritus of personnel admin- 
istration of Yale, formerly vice-president 
of General Foods Corp. in charge of per- 
sonnel. One of the really great people of 
employe relations, he has submitted some 
of his views in a recent issue of “Indus- 
trial Relations News.” He said in part: 

“The biggest single event in industrial 
relations in 1956 will probably be layoffs 
in Detroit. The chain reaction to this event 
can, and undoubtedly will, be terrific. As 
the weeks pass, it becomes increasingly 
evident that the leaders of the big auto 
manufacturers have been more interested 
in their competitive race than they have 
been in the common good. Expediency and 
appeasement in industrial] relations have 
seemed to be more important than prin- 
ciple. 

“More and more people are beginning to 
suspect that there is something phony 
about this ‘record prosperity.’ But it has 
been implied that it would be close to 
treason to come right out and say so. We 
can be reasonably sure that there are a 
lot of executives who are scared and 
afraid to admit it. Huge deficit financing 


Tips for the Production Man... 


in times that are called ‘prosperous’ and 
an industrial relations program which 
adds up to more and more for less and 
less are bound, some day, to bring the ‘big 
boom’ down on our necks. . .Last summer, 
almost a quarter of a million auto work- 
ers walked off the job with an agreement 
still in effect and with management bar- 
gaining in good faith. That was an action 
of tremendous significance in human rela- 
tions in industry. Those men were saying, 
in effect, that the highest real wages in 
history and about 45¢ an hour in fringe 
benefits had not bought their loyalty. 


= “...In spite of all the proof, many top 
executives still remain unconvinced that 
morale and productivity will be increased, 
and loyalty—which can’t be bought—will 
be inspired, by satisfying the needs of the 
hearts of men, as well as their material 
needs. ..The inferiority of administrative 
intelligence at the top, in human relations, 
still plagues us. While American business 
leaders continue to learn the hardest pos- 
sible way, the union leaders will dominate 
industrial relations in the United States, 
and Russia will continue to gain on us asa 
great industrial power.” 

In other words, if there is hope for the 
future of the free enterprise system, there 
is less need for a reformation of viewpoint 
at the bottom than there is at the top. That 
may not be the solution, but it’s a wonder- 
ful place to start. 


Pardon Us While We Change Colors 


By Kenneth B. Butler 
(Mr. Butler is head of the Wayside 
Press and of Kenneth B. Butler & 
Associates, Mendota, IIl.) 


First it was Lucky Strike green which 
went to war; and now it is Philip Morris 
brown—gone and changed its garb to red, 
gold, and white. 

The production man certainly has a 
strong hand in the choice of colors in all 
promotional work and frequently on 
package design. He is therefore color 
conscious, which is to say “ink conscious.” 

I always felt that Lucky Strike was fed 
up with its old dark green package. A 
beautiful green, and heightened by the 
red Lucky Strike circle. But it suggested 
strength and heaviness, in an era when 
the battlecry is for a smoke that is light 
and mild. 


= In all probability the war and the face 
of the existence of a very small amount 
of critical material (was it cobalt?) in 
their green ink provided the excuse they 
were looking for. They turned it into a 
help-the-war promotion. But Lucky 
Strike green never did return from the 
wars. Their cleaner-looking, lighter- 
looking white package was retained. 

The mellow brown package of Philip 
Morris was a color choice which, offhand, 
one would term ideal. It was tobacco 
brown, and suggested fragrant, ripe, aro- 
matic tobacco leaf. 

But Philip Morris apparently felt that 
this color was a packaging liability. 

So, what about color? Are the require- 
ments for packaging somewhat special? 
Does the repetitive requirement of color 
on a package call for something clean, 


bright, and alluring...some color com- 
bination that can be lived with for longer 
periods? If deep green did not serve 
Lucky Strike and mellow brown was 
ditched by Philip Morris, should the 
production man likewise avoid such colors 
in design of his promotion material? 

I think not. The appeal of promotion 
material is for a quick impact. You get 
this with red and with yellow, but you 
can also get it with black, with luggage 
tan, with pinks, with greens, and many 
other serviceable colors. 


® Freshness and newness are the essence 
of promotion; identification and familiar- 
ity the goal in packaging. Essentially, 
in promotion, we need one deep sober 
color (for type and pictures) and one 
heavily contrasting or strong color (for 
display type, tint blocks, two-color pic- 
tures, etc.). 

But contrast is essential. A very dark 
green does not work well with black. 
But very dark green serves well in place 
of black with a strong contrasting color 
such as chrome yellow, an admirable 
companion color. 


= The only colors I have found that are 
not well liked are lilac, cerise, orchid, and 
light magenta. I never combine silver 
with black, as this combination is too dead. 
Red and yellow is another combination 
which in my opinion is too blatant. Yet, 
strangely enough, carmine red and gold 
is a tasteful and effective mating of colors. 
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By Clyde Bedell 
(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 
training.) 


And it came to pass that the birthday 
of the Lord Jesus was to be celebrated 
again, when the thoughts of men might 
be turned to the holy admonitions to 
service and brotherly love. Whereupon, 
a money lender in Manhattan siaged a 
photograph, and showed some of his 
loveliest employes emerging from a 
vault with many dolls. 

Now these dolls, representing more 
than 1,000, were—it is to be supposed— 
bought by the bank. And they had been 
dressed by “lady bankers” (on their 
own time) until they shone with gay 
costumes that might gladden the hearts 
of a thousand “not-so-fortunate tots,” 
to whom they would be given. 

Then the photograph was processed 
into a great engraving, and reprocessed 
in multiple so that there might be pro- 
claimed publicly in all the dailies of 
New York, how bountiful was the good 
feeling of the generous money-lender 
in his doll alms giving. 

But lest the public misunderstand, 
and consider this extensive breast- 
beating in 5,000,000 papers a smug van- 
ity, the money lender spoke with mag- 
nanimity in his copy as follows: “.. . lest 
vou get the wrong impression, the peo- 
ple at [our bank] are neither alone nor 
unique in the good feeling of compassion 
at Christmas time. Everywhere in this 
town and every other town in America 
bankers and business people are busy 


with Christmas deeds--each to his own 
belief, each in his own way. Such is the 
spirit of Christmas at work.” 


s On high, where the Celestial Keeper 
of the Records was making entries (in 
time to the singing of a cherubim choir) 
there was a rustle of concern. The CKR, 
seeing with allness, sighed, and noted 
down $13,000* spent on “trumpet sound- 
ing” in connection with giving around 
1,000 dolls to “not-so-fortunate tots.” 

A seraphim—reading the CKR’s mind 
—smiled, thoughtfully rubbed a wing 
and said: “Thirteen dollars spent per 
doll to tell of one’s compassion in giving 
a doll does seem a little high.” 

And the CKR said: “Hark.” 

The cherubim were intoning an old, a 
very old sermon, antiphonally. “Take 
heed that ye do not your alms before 
men, to be seen of them... when thou 
doest thine alms, do not sound a trumpet 
before thee, as the hypocrites do in the 
Synagogues and in the streets, that they 
may have glory of men.” 


® Meanwhile, we return to New York, 
where we can hope—to no avail, I am 
afraid—that when a not-so-fortunate tot 
receives one of these dolls, her heart will 
beat faster, and the solace it brings her 
will be greater, because there accompa- 
nies it, unseen by her, $13 worth of 
compassion, publicly proclaimed, for 
having placed it :a her arms. 

This ad, intended to add to the joy- 
ousness of New Yorkers, saddens me. 


*Estimated 
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— TO YOUR SPECIFICATIONS 
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CLEVELAND 3, OHIO 


| Vickery to Ogden Advertising 
| Norman W. Vickery, former 
in Booth, Vickery & 


Ogden Advertising, Towson, Md., 
as art director and chief of produc- 
tion. 


The BOARDMASTER Visual 
You see in seconds how to save 
of your operations at ao glance. 
You see in seconds how to save 
time and money. 

Over 60,000 organizations are 
using this simple, flexible tool to 
get things done. Ideal for sales, 
inventory, production, traffic, etc. 
Type or write on cards, snaps in 
grooves. Made of metal. 


Full price QQ with cards 


Simon Discusses Anti-Trust Suit and 
Agency Legal Status in Legal Guide 


(Continued from Page 2) The book is notable for its or- 
marketing is demonstrated by the| ganization and for its readable 
scope of the material covered in /| qualities. While obviously its prin- 
five over-all segments of the vol-|cipal purpose will be to serve as 
ume: The Advertiser and the Ad- /a reference book to be checked as 
vertising Agency; The Property|the occasion arises, it is easy 
Law of Advertising; Operational|enough to read, and interesting 
Legal Problems of Advertising;|enough, so that it seems safe to 
Marketing and Merchandising, and | predict that a considerable number 
Governmental Controls of Adver-|of advertising and marketing peo- 
tising. | ple will read it to gain an over-all 

- i? | view of their legal responsibilities, 
sd Under these five over-all divi- even though no particular legal 
sions of the subject, some 33 major | problem faces them. 
phases of the law of advertising | 
and marketing are discussed, rang- |" Of particular interest to many 
ing through the relationship of ad- in the business at present will be 
vertising agencies to advertisers,| Mr. Simon’s discussion of the legal 
media, suppliers, employes, etc., to | relationships between advertising 

agencies and clients, media and 
monials, censorship, surveys, price | others, and an addendum at the 


24-page Illustrated 
FREE |s00xterno.v-400 || trademark and copyright, testi- 

x =e Without Obligation 
ee : — Write or Call Wisconsin 71-8444 maintenance and fair trade—all 
ania the way to state controls over ad- 


end of the volume discussing the 
|anti-trust case of the Department 
of Justice against half a dozen ad- 


but 


Mississippi, is typical of many centers of buying power that make 
up the nation’s 10th—the South’s Ist wholesale sales market. 

One hundred and forty-eight highway miles from Memphis, CAPS is 
home delivered to better than one out of every three Greenville fami- 
lies—the top buying power of this important market. 


Advertisers get more . . 


within 


the 


area of 


. much more. . 


when they—“put it in CAPS.” 


Two Dailies and The South’s Greatest Sunday Newspaper 


THE Worovescis = se” MEMPHIS Bees Monume 


SCRIPPS HOWARD NEWSPAPERS 


| This.. . 
and 
Memphis, too 


Outside the retail trading zone of Memphis, (as defined by A.B.C.) 


intensive CAPS 


. than the Memphis market 


* 1950 Census 
** Sales Management Survey of Buying Power 
*** ABC. 


MISSISSIPPI 


County Seat—- 
Washington County 


Number of families 


8,179* 


Effective buying income 


$37,136,000** 


Retail sales in five classifications 


$24,998,000** 


FAMILY COVERAGE 


Combined 
Daily Circulation 


35.4%°** 
Sunday 
32.4%°"* 


circulation, Greenville, 


| 


—« 


NNN 


Mil 
a 
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vertising trade associations. 

Mr. Simon says flatly: “It would 
appear that an advertising agency 
is the legal agent of its client, 
the advertiser.” But he adds: “This 
statement does not, of course, fail 
to take into consideration the 
strong views, held in some quar- 
ters, that the agency is an inde- 
|pendent contractor. The vigorous 
| conflict in thinking on this subject 
is today almost as strong as ever.” 


s “The two conflicting views,” Mr. 
Simon says, “are those expressed 
principally by the Assn. of Nation- 
al Advertisers and by the American 
Assn. of Advertising Agencies, 
which hold respectively that the 
advertising agency is the agent of 
the advertiser and an independent 
contractor. 

“The view of the ANA is stated 
in its study, ‘Advertising Agency 
Compensation in Theory, Law and 
Practice.’ Its position is that the 
agency is the legal agent of the ad- 
vertiser and that ‘each advertiser 
and agent should—as they are am- 
ply entitled to do both in law and 
morals—agree upon a basis of pay- 
ment which suits the needs of a 
particular situation.’ This, in es- 
sence, means that an agency may 
accept less than the traditional 
15% of billing. In short, it may 
rebate.” 


® In his discussion of the pending 
anti-trust action, Mr. Simon 
strongly emphasizes the legal point 
(also pointed out by Assistant At- 
torney General Stanley Barnes and 
numerous others) that there is a 
great deal of difference between 
what may be done legally by in- 
dividuals, and what those same 
individuals or groups may do when 
acting in concert. 

“Nowhere in the government’s 
complaint,” he says, “does there 
appear to be any attack on the 
practices involved when indulged 
in by media or agencies as separate 
bargaining entities; the objection 
is to the alleged group activity in- 
volving these practices as concert- 
ed and common goals and meth- 
ods.” 


= A new thought on the anti-trust 
suit is also projected by the author 
when he points out that while the 
pending suit is by the government, 
and not for damages, if it is won 
by the government it may result 
in private suits for triple damages. 
The answer to whether an ad- 
vertiser or agency “may make use 
of the judgment or decree which 
might conceivably be obtained by 
the Justice Department” hinges on 
the provisions of Section 5 of the 
Clayton Act, Mr. Simon says. 

This section provides that a final 
judgment or decree rendered in 
behalf of the government in an 
anti-trust suit “shall be prima facie 
evidence against such defendant in 
any suit or proceeding brought by 
any other party under said 
laws ...” In other words, if the 
government wins an anti-trust 
case, any private party suing for 
damages because of the alleged 
anti-trust violations can cite the 
government’s verdict to prove that 
violation of the law actually took 
place. 

Section 5 of the Clayton Act, 
however, specifically says that this 
provision shall not apply “to con- 
sent judgments or decrees entered 
before any testimony has been 
taken.” 


® Mr. Simon concludes: 

“Judge Barnes recently discussed 
the matter of consent judgments 
and their advantages to both the 
government and the defendants, 
quite without reference to the 
pending advertising anti-trust suit. 
He said: 

“*As a practical matter, avoid- 
ance of treble-damage suits may 
be a prime motive for defendants’ 
entering consent judgments. As the 
latest available estimate concludes, 


“All of the movie litigation and 


Advertising Age, January 16, 1956 
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LON W. RAMSEY JR. has joined George 

H. Hartman Co., Chicago, as an 

account executive. Mr. Ramsey for- 

merly was a v.p. of L. W. Ram- 

sey Co., an agency founded by his 
late father. 


approximately two-thirds of other 
private suits have followed suc- 
cessful government anti-trust pro- 
ceedings.” 

“‘Consent settlements may, in 
addition, cut down the peptic ulcer 
rate among corporate executives 
by avoiding the publicity of a pro- 
tracted public trial . . .On balance, 
then, consent settlements offer real 
advantages to both the government 
and anti-trust defendants.’ ” 


New Corporation to Make 
and Sell Adhesive Tapes 

Eastern Corp., Bangor, Me., and 
E. S. & A. Robinson Ltd., Bristol, 
England. have announced the for- 
mation under New York state 
laws of Ascot Chemical & Adhe- 
sives Corp. During 1956, this new 
corporation will establish a plant 
in the U.S. to manufacture and sell 
printed pressure-sensitive trans- 
parent tapes and related adhesive 
products. The tapes are now made 
and sold by Adhesive Tapes Ltd., 
Boreham Wood, England, a Robin- 
son subsidiary. 

The new corporation will have 
initial paid-in capital of $1,000,000, 
owned 80% by Eastern and 20% 
by Adhesive Tapes. Ascot plans to 
import the line of tapes from Eng- 
land, pending completion of man- 
ufacturing facilities in this coun- 
try. Headquarters of the new 
corporation will be in New York 
City, and a plant to produce the 
tapes, under the brand name Sello- 
tape, will be in the area. 


John Lang Joins Glenmore 
as Import and Export Manager 

John T. Lang, formerly exec 
v.p. and director of the Massachu- 
setts Assn. of Alcoholic Beverage 
Importers & Wholesalers, Boston, 
has joined Glenmore Distilleries 
Co., Louisville, as import and ex- 
port manager. He fills the position 
left vacant last summer by the 
death of Frank Miller. Mr. Lang 
served for 20 years as manager of 
the import and export departments 
of S. S. Pierce Co., Boston, where 
he was also buyer of wines and 
spirits. 

Glenmore is exclusive distributor 
in the U.S. of two Scotch whiskies 
—King’s Ransom and House of 
Lords—and exports Kentucky Tav- 
ern bonded bourbon, Glenmore 
straight bourbon, Old Thompson 
blended whisky and Glenmore 
vodka. 


WPIX Increases Rates 

WPIX, New York, increased its 
rates Jan. 1, with the hikes ranging 
from 17% for Class C 20-second 
announcements to 35% for Class 
A and B announcements. The basic 
hourly rate for choice time (A) 
has been raised from $1,500 to $1,- 
750. The new Class B hourly rate 
is $1,325, compared with the former 
rate of $1,125. Class C time, which 
was increased a few months ago, is 
up slightly—from $850 to $900 an 
hour. 


Private School Enrollments Up 
Private schools and junior col- 
leges in all parts of the country 


|have increased enrollments over 
last year, according to the 38th an- 
nual school census conducted by 
the educational department of N. 


W. Ayer & Son, Philadelphia. Total | 


increase in number of students is 
nearly 6%. The survey covered 210 
private schools and junior colleges 
with a present enrollment of 37,518 


| Students. 
Retail Failures in 1955 


Increase: Dun & Bradstreet 
According to figures released by 


‘the Credit Clearing House of Dun 


& Bradstreet, 7% more apparel and 
accessory retailers failed in 1955 
than the year before, with a rise in 
total liabilities of 17%. During 
1955, 865 apparel retailers failed 
with aggregate losses to creditors 
of $17,775,000, compared to 808 in 
1954 with losses of $15,153,000. 
Apparel wholesalers, dry goods 
wholesalers and apparel manufac- 
turers also showed an increase in 
number of failures. Failures among 
manufacturers of textile mill prod- 
ucts dropped from 108 in 1954 with 
total liabilities of $10,251,000 to 61 
in 1955 with losses of $4,904,000. 


PIB Adds Eight Publications 

Eight more publications will be 
included in Publishers Informa- 
tion Bureau service for 1956, with 
their advertising measured. They 
are Flower Grower Harvard Busi- 
ness Review, Hom’ Modernizing, 
Modern Bride, Pcpular Science, 
Presbyterian Life, Small Homes 
Guide and TV Guiie. In all, PIB 
now checks about /!0 general and 
farm magazines, Sunday newspa- 
per sections and su) plements. 


Hood, Light Joins VFAA 

Hood, Light & Ge se, Harrisburg, 
Pa., has been elect: d to member- 
ship in the Natione Federation of 
Advertising Agenci s. Hood, Light 
becomes the 24th riember of this 
network of independent agencies 
with headquarters in Los Angeles. 


Petersen & Charles to LaFond 

Petersen & Charlies Mfg. Co., 
Clifton, N.J., maker of glass radiant 
heaters, has named Richard La- 
Fond Advertising, New York, to 
handle its advertising and public 


| relations. 


| 


FE Monthly. 


... is the Magazine that is read by 
155,000 Missouri Farm Families 


Uneovers 
New Facts 


about your customers in 


PENN FRUIT 


Straight answers from the women who 
make or break brands by what they buy. 


Important, useful 


Pages of new survey facts and figures 


to help you... 


@ Study the effect of Better Living editorial 
features on readers’ interests. Why do 75 per cent 
save or pass along their copies ? 


@ Decide how to increase sales to Better Living’s 
monthly audience of 2,300,000 super market 
shoppers. To get this and two previous surveys 
(at Big Bear Markets, Columbus, Ohio; 
Alpha Beta Super Markets, La Habra, California) 
just mail the coupon, or call, today. 


Bettor1 ining 


me 


PHILADELPHIA, PA. 


@ Compare Better Living readers with 
non-readers: their ages, size of families, average 
purchases, Why do readers buy more, 
and how much more? 


SUPER MARKETS 


information for advertisers. 


eS ee LT ee 


Send me all three “Facts About Better Living Readers,” 
free. 


i 


ZONE—_STATE___. 
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Rutherford Stores 
Use Service Lure to 
Beat Shopping Center 


RvurHerrorp, N. J., Jan. 10—How 
the merchants of this community 
during the past year have success- 
fully fought competition of a giant 
shopping center that threatened to 
put many of them out of business 
will be told in a special article in 
the February issue of Housewares 
Review. 

Rutherford is a town of 17,500. 
It has 60 retai! stores and a main 
Street three blocks long. Just 15) 
minutes from its center three mul- 
ti-million dollar shopping centers 
gave the town merchants head- 
aches no amount of aspirin could | 
ease. The Merchants Assn. drew | 
up a plan of action. 


® First, the publication says, “the 
merchants prepared a 40-page 
catalog, at a cost of $10,000. Each 
merchant contributed about $200 
per page for advertising, and the 
catalog was sent to 50,000 homes 
in Rutherford and the surrounding 
area. Christmas sales in 1955 in- 
creased 22% over the previous 
year.” 

The association handled the pro- 
duction, and also handled cooper- 
ative ads that were run in the 
South Bergen News, local weekly 
newspaper. 

In addition, the merchants estab- 
lished a “Lollipop House,” a free | 
baby sitting service, cooperatively 
financed by the merchants, the 
local banks and a group of profes- 
sional people. For this purpose a 
three-story house, adjacent to the 
municipal parking area and one 
block from the downtown shopping 
district, was taken over. 


® By taxing merchants $1 per 
week for every 15’ of store frontage 
they had, and a flat fee of $2 a 
week for professional offices, 
enough funds were raised to fur- 
nish the house with toys, tables, 
chairs, beds and to hire a regis- 
tered nurse and two assistants. 
Mothers may check their young- 
sters at no charge providing they 
present a card signed by any 
merchant, bank or professional 
person in town. 

A special direct mail “Shopper’s” 
sheet was prepared and has been 
issued four times. In this special 
values are offered. So far they 
have been tied in with some spe- 
cial civic event—opening of a new 
municipal parking lot, a bank 


TEXAS COTTON 
GROWER WRITES 


“TI accept your paper as a proven 
authority . .. | have made money 
and saved money by being a sub- 
scriber to The Cotton Trade 
Journal.” 


CTJ must have helped considerably. 
This Texan now owns 3000 acres! But 
that’s not unusual. C7J grower-ginner 
readers average 900 acres...BIG grow- 
ers are BIG buyers. Write for facts. Or 
better, write the Texan. We'll be happy 
to furnish his name. 


® 
The Cotton Trade Journal 


HICKMAN BLOG., MEMPHIS, TENN. 


ESTABLISHED 1901 


renovation, and holidays. 

One merchant is quoted as say- 
ing, “It cost me more than $450 to 
put out a circular on my own that 
went to 20,000 homes, compared 
with the $60 it cost me for a half- 
page ad in the cooperative circular 
that went to a mailing list of 35,- 
000 homes in the market area. The 
co-op ad produced five times the 
dollar sales results I got from my 
own circular.” 


® Other results of the cooperative 


drive, HR reports, include modern- | 
ization of store fronts, introduction | 
|of self-service in some stores and 
gift wrapping sections in others. 
Banks and trust companies offered | 
their facilities to the merchants: | 
Rooms for meetings, parking lots | 
for shoppers. They extended credit 
with easy, long-term payments; 
subscribed to Lollipop House, in- 
stituted a special after-hour (2 to 
|7 p.m.) teller’s window, specifical- 
ly to serve shoppers and mer- 
chants. 


So successful has Rutherford’s 
program been, according to HR, 
that communities and merchant 
groups in different parts of the 
country are writing the Rutherford 
Merchants Assn. for details. 


s “Today,” the article says, “the 
merchants in downtown Ruther- 
ford look forward with enthusiasm 
to greater cooperative ventures. 
They have discovered that good 
business, in spite of the shopping 
center threat at their doorstep, is 
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1a matter of planned cooperation, 
| not talk.” 

Two N.Y. Agencies Merge 

| Will Burgess & Co. and Waters- 
‘ton & Fried, New York agencies, 
have merged to form Waterston & 
Frisch, with offices at 347 Fifth 
Ave., New York. Officers of the 
new company are Bertram W. 
Frisch, formerly owner of Burgess, 
president, and Harry C. Waterston, 
previously president of Waterston 
& Fried, exec. v.p. 
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JACK SEVERSON — Radio and Television Media 
EDWARD G. BALL — Vice President, Mathisson & Associates, Inc. 
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Ad Index Issues Supplement 
Brad-Vern’s Reports, Woolford, 


Md., has issued a supplement to| their advertising. Both companies | China-Cote. 


its 1955 index of advertising in 
business papers. The supplement, 
sent free to those who have re- 
ceived the current volume, includes 
business papers not covered in the 
1955 edition. 


Paxson Adds Two Accounts 
Ingersol Kalamazoo division of 

Borg-Warner Corp. and Kalama- 

zoo Mfg. Co., Kalamazoo, Mich., 


o> Re ee 


| have appointed Paxson Advertis- | 
|ing, Benton Harbor, to handle) 


build materials handling equip-| 
| merit. 


Canadian Ads Triple 


The Canadian Bureau of Sta-|a new plastic-coa' 
tistics, in its second report on ad-| being introduced 
vertising expenditures in Canada,| Cup Corp. 


says that $395,053,843 was spent) 


on advertising in various media|new cup combin 
in 1954, more than three times the feel and rigidity 
| free quality,” i.e., 


$104,925,535 paid for ads in 1944. 


a eee se ee 


Lily Introduces 
Paper 


o ea oy rae Fi 


a China-Cote cup does not change 
flavor. Neither does coffee leave 
the familiar brown stain in this 
new type of paper cup, the com- 


Cup with China Feel 


0—China-Cote,' s So far, Lily-Tulip is indulging 
i paper cup, is| only in soft-pedal promotion of the 
by Lily-Tulip| new cup, since production is still 
| limited, and the company does not 
wish to outdate its standard paper 


pany reports. 


New York, Jan. 


According to th» company, the 
a china-like 
with a “taste- 


»ffee served in 


cups. At present, advertising 


Men who 
build bri nd leadership 


Miller Brewing Company and its 
agency, Mathisson & Associates, Inc., 
are Sold on Spot as a basic 
advertising medium. Of the nation’s 383 beers, 


Miller’s High Life ranks among the top ten in sales volume. 
Product quality is one reason. Effective advertising is another 
...and Miller’s sound use of Spot contributes heavily to the 
success of its overall campaign. 

Sports fans are among Miller's best customers. On a Spot 
basis, Miller sponsors many major sporting events in specific 
markets for low-cost precision selling to its choice prospects. 

Your product message may require a different program- 
ming environment, your distribution pattern a different buying 
approach. But you can tailor Spot Radio and Spot Television 
schedules to your own selling situation. 

Call your agency or an NBC Spot Sales representative. 
You'll see how Spot can build your sales volume in thirteen 
major markets, accounting for 47% of the nation’s retail sales. 


NBC} SPOT SALES 


30 Rockefeller Plaza, New York 20, N. Y., Chicago, 
Detroit, San Francisco, Los Angeles, Charlotte*, 


is 


limited to a few publications, such 
as Vend, Institutions Magazine and 


Atlanta*, Dallas* 


representing television stations: 


wros Schenectady-Albany-Troy, 
KoNnA-TV Honolulu, Hawaii, WRCA-TV 
New York, wnse Chicago, KRCA 
Los Angeles, xsp-tv St. Louis, 
wre-tv Washington, D. C., wNBK 
Cleveland, xomo-tv Seattle, 
KoA-TVv* Denver, xpetv Portland, 


Ore., wave-tv Louisville. 


*Bomar Lowrance Associates 


representing radio stations: 


wkca New York, wmag Chicago, 
KNBC San Francisco, xsp St. Louis, 
wre Washington, D. C., wram 
Cleveland, xomo Seattle, xoa* 
Denver, wave Louisville, xeu 
Honolulu, and the NBC WESTERN 
RADIO NETWORK. 


*effective Feb. 1, 1956 


Dun’s Review & Modern Industry. 


By March, Lily-Tulip expects 
“a broader scope.” 
The company says that the 


China-Cote cups are already being 
used by the vending industry for 
serving hot beverages. China-Cote 
costs about 10% more than regular 
paper cups. 

Al Paul Lefton Co. is the agency 
for Lily-Tulip. 


USAIRCO Buys Jordon 

U. S. Air Conditioning Corp., 
Minneapolis, has contracted to 
purchase for cash all the outstand- 
ing stock of Jordon Refrigerator 
Co., Philadelphia, according to 
David E. Feinberg, president of 


| USAIRCO. Jordon, which manu- 


factures commercial and home 
refrigerators and freezers, will be 
operated as a subsidiary. This is 
the second acquisition in recent 
weeks by USAIRCO; in November 
it bought Floral City Heater Co., 
Monroe, Mich., manufa*turer of 
gas and oil-fired residential warm 
air furnaces. 
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to your final rinse! 


ewe cee Gem, Ore wes 
Oe ee etme 


you add wew Velva-Soft 


en te ee es cree 


NOW AVAILABLE-the greatest boon to time buyers since the inven- 
tion of the coffee break. The NBC SPOT SALES RADIO—TV SPOT ESTIMATOR 
* Instantly determines “audience size” 
* Instantly determines “cost per thousand.” 
For your free copy, write to: NBC Spot Sales Research Department, 
30 Rockefeller Plaza, New York 20, N. Y. 


uses businesspapers 
to gain acceptance 
for a new product 
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PLANORAMA?—Rippey, Henderson, 


room 


Kostka & Co.’s conference 


has a magnificent view of the Denver skyline. 


REJOICING—The three principal partners of the agency are proud of 


its new penthouse quarters. They 


are Arthur G. Rippey, Clair Hen- 


derson and William Kostka. 


McLagen 


Hayward Badgley 


BUSINESS AS UNUSUAL—Making good use of the new Rippey, Hender- 
son, Kostka conference room is this quartet of agency men: John H. 
McLagan, Philip H. Hayward, H. Bond Badgley and Jack Hull. 


'Of the agencies which formed 


Denver Agencies 
Move—to Suburb, 
to City Penthouse 


It's Onward for Broyles, 
Upward for Rippey, 
Henderson, Kostka & Co. 


DENVER, Jan. 10—Two advertis- 
ing agencies here have moved to 
new quarters, but they took dif- 
ferent directions to solve their 
problems. 

Rippey, Henderson, Kostka & 
Co. took to a penthouse. Galen E. 
Broyles Co. built its own building, 
adjacent to suburban Cherry Creek 
Center. 

Rippey, Henderson’s penthouse, 
atop the Sherman Plaza, 15-story 
apartment hotel, is a new addition 
to the three-year-old building. 
The new offices bring all the func- 
tions of the agency under one roof 
for the first time since it was or- 
ganized in June, 1954, by the mer- 
ger of Arthur G. Rippey & Co. and 
Kostka, Bakewell & Fox. Special 
features of the new offices are a 
superb view and a complete sound 
motion picture studio. 

Within easy access to all offices 
is the art department, with five 
separate studios, each taking ad- 
vantage of north light. All offices 
are finished in wood paneling; 
draperies reflect the personal tastes 
of the occupants of the offices. 


® Galen E. Broyles Co., on the oth- 
er hand, built its own two-story 
modern building, which includes a 
basement storage room for dead 
art and plate storage. 

The main floor has three execu- 
tive offices, nine private offices 
and a central work area for secre- 
taries and production assistants. 

The second floor has a sun deck, 
combination kitchen-coffee bar, a 
17x23’ conference room, and two 
private offices. The building’s lo- 
cation, across the street from the 
new Cherry Creek shopping de- 
velopment, “gives employes and 
clients the advantages of a down- 
town location, without all the con- 
gestion and traffic problems inher- 
ent in a busy downtown district.” 

The Broyles agency, in its 23rd 
year of operation, employs 28 
people. It has offices in Denver and 
Colorado Springs. Rippey, Hender- 
son, Kostka employs 40 people. 


RHK & Co., Kostka, Bakewell & 
Fox started operations in 1937; 
Arthur G. Rippey & Co. was formed 
in 1943. 


Sats 


i eo RE y 


BUCOLIC SETTING—Galen E. Broyles Co. has moved into this low- 
lying building adjacent to Denver’s Cherry Creek Center. 


Batill 


Allebaugh Romberger 


NO ELBOW ROOM—Before moving to its own new two-story building 

Galen E. Broyles Co. personnel coped with cluttered, cramped 

quarters shown here. In conference are Frank Allebaugh, Matt 
Falk, Bill Batill and Paul Romberger. 


Broyles 


McWilliams 


Davis 


Allebaugh 


WORKING ROOM—The Galen E. Broyles Co.’s move gives agency per- 

sonnel space and pleasanter surroundings. Shown in the new confer- 

ence room are Gene Broyles, president; Bob McWilliams and Dave 
Davis, v.p.s, and Frank Allebaugh, account exec. 


Business Papers Are ‘Slowing the Train’ 
Through Lack of Faith in Advertising: Peck 


Cuicaco, Jan. 10—James O. 
Peck, crusty veteran of 35 years 
in publishing and advertising and 
presently with Reincke, Meyer & 
Finn, raked business paper pub- 
lishers and their representatives 
over the coals yesterday because, 
he said, they don’t believe in ad- 
vertising. 

“You believe in the swell meal 
ticket it represents,” he said, “but 
you don't really believe it can sell. 
You capitalize on the instinctive 
belief in advertising of the business 
man who buys ads in your publi- 
cations in spite of you.” 

Mr. Peck was addressing the 
Chicago Dotted Line Club specifi- 
cally, but it was obvious that his 
remarks were addressed to all 
business paper publishers and their 
representatives. 


® He also sat down hard on busi- 
ness publications for not helping 
advertising agencies in the job of 
writing copy, by telling what their 
readers are interested in. 


He explained that he had no title 
at his agency, and that he had de- 
clined the title of director of mar- 
keting and research, “because I’m 
no marketing man.” However, Mr. 
Peck drew on his years of experi- 
ence doing advertising and re- 
search for publications and as head 
of his own research company to 
make his points. 

The title of Mr. Peck’s speech 
was “The Building of Advertising 
Appropriations.” His blueprint is 
that if publishers and representa- 
tives will supply the advertiser via 
the agency with information on 
what the readers want to know 
about the product, the advertiser 
will use more advertising. 


@ Mr. Peck recalled that back in 
1939 raw chemical advertising in 
the chemical books was “nominal.” 

“It wasn’t even institutional,” he 
said. “Chas. Pfizer was running six 
| page ads a year. They were great 
| for reproducing famous oil paint- 
|ings like Millet and Corot and at 


| 


| cal 


the bottom was the signature, 
‘Chas. Pfizer & Co., Chemicals 
Since 1849.’ One time they ran a 
display ad of the first Brooklyn 
telephone book. The book was open 
at the page that listed Pfizer to 
show that ‘we were in business 
then.’ That’s as close as they ever 
came to using copy. And they were 
frank about the fact that they 
placed those six ads a year as a 
favor to the editor, who had been 
nice to them. Most raw chemicals 
companies didn’t even bother to 
advertise. 


8 “I was director of advertising of 
a chemicals book at that time, and 
we went out and talked to chemi- 
engineers who bought raw/| 
chemicals to find out if it made! 
any difference to them where they | 
bought raw chemicals. 

“It turned out it did and they 
were sore as hell at the chemicals 
companies because they didn’t sup- 
ply them with the information they 
wanted. They had to run tests in 
their own laboratories to find out 
information about the chemicals 
that the manufacturer already had. 
So we sent out bulletins to the) 


| 


manufacturers, after finding out 


about the various raw chemicals. 
Within six months the chemicals 
companies started running sell 
copy and today the raw chemicals 
companies are among the major 
advertisers in the chemical books.” 


® Mr. Peck also chided the pub- 
lishers and representatives for not 
selling the effectiveness of their 
publications in reaching a particu- 
lar industry’s market. 

“The pressure that business pub- 
lications can bring on a market is 
tremendous,” he said. “Direct mail 
can’t do this even as well as a 
mediocre publication. No company 
can build up a mail list to match 
the subscribers one publication has 
in a big company. But you don’t 
promote this, because you don’t 
really believe that advertising is 
effective.” 

Mr. Peck said that because pub- 
lishers don’t believe in advertising 
and the sell potential of their pub- 
lications, they are “slowing down 
the train.” 

“One publisher told me that he 
advised an advertiser to use direct 


mail if he wanted inquiries. Boy! 


what the engineers wanted to know | That’s sure helping a lot,” he said. 


Gatfers & Sattler Plans 
Expanded Spot Campaign 

Gaffers & Sattler, Los Angeles, 
| gas range manufacturer, a division 
of Utility Appliance Corp., will 
launch an expanded campaign for 
its 1956 range in February. The 
campaign will run throughout the 
year with tv spots getting 90% of 
the budget. The tv ads will feature 
the company’s characters, “Mr. 
Gaffers” and “Mr. Sattler,” in live- 
action and animated film spots. 
Point of sale material will also fea- 
ture the two characters. Radio and 
newspapers will also be used. 

The 1956 campaign represents 
an expansion of present advertis- 
ing and also of distribution. Mar- 
kets to be covered include the Pa- 
cific Northwest, Pacific Coast 
states, Arizona, Texas and New 
York. Elwood J. Robinson Co., Los 
Angeles, is the agency. 


Monogram Art Studio Moves 

Monogram Art Studio, New 
York, has moved to 515 Madison 
Ave. 
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BIG 
OPERATOR 


He’s the customer's representative at Clement. 
His title is “operator”. He lives and breathes printing. 
Result . .. the customer is “worry-free”, doesn’t have to 
concern himself with production details. 

First, a Clement salesman puts a printing order into the 
hands of a Clement operator. At that moment, the produc- 
tion and distribution of that order becomes the operator’s 
prime responsibility. He has complete authority and, of 
course, ample ability to handle every phase of the job to 
the total satisfaction of the customer. 

Unique customer service like this is one more reason for 
Clement’s reputation for dependability. America’s leading 
businesses take pride in and profit from printing by Clement. 
Yet it costs no more. 


— 


cL. 
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245 EME STREET, BUFFALO, N.Y 
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* 
J. W. CLEMENT CO. 
MANUFACTURERS OF QUALITY PRINTING : 
Executive Offices & Plant: 
8 LORD STREET, BUFFALO 10, N. Y. 
Sales Offices: 
Graybar Bidg., New York, Fisher Bldg., Detroit 


5201 SOUTH SOTO STREET LOS ANGELES. Cai S70 BRANNAN STREET, SAN FRal 


Subsidiaries: Pacifie Press, Inc., Los Angeles. 
Phillips & Van Orden Co., San Francisco 
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Ps jannual convention, 
( 0 | Assn., Chicago. 

ming | Oct. 18-19. Audit Bureau of Circulations, 
| Cago. 
| Oct. 22-23. 
tribution, Hotel Statler, Boston. 


Conventions 


“Indicates first listing in this column. Musselman Plans ‘56 Drive 
Jan, 21-22. Advertising Assn. of the) C, H. Musselman Co., 
=a conference, Paradise Inn, yi}je, Pa., plans to break its 1956 
Jan. 22-25. Newspaper Advertising Ex- advertising and merchandising 
ecutives Assn., annual meeting, Edgewater promotion in mid-January. The 
Beach Hotel, Chicago. program calls for a_ consistent 


Jan. 26-28. Assn. of Railroad Advertising ‘ ; j 
Managers, annual meeting, Biltmore Ho- | week-in-week-out campaign, with 


Oct. 15-16. Agricultural Publishers Assn., 
Chicago Athletic 


Boston Conference on Dis- 


| augmented schedules during peak 
| periods. Major promotion will be 


on apple sauce and fruit pie fill- 


| 42nd annual meeting, Drake Hotel, Chi-| ings. The company will continue 


ito use its theme “Made in Penn- 
\sylvania Dutch Country. Wonder- 
| ful Good!” Newsp: pers, magazines, 
‘outdoor, radio anc ty will be used. 


Bigler-| 


C. M. Johnson Adds One 


Cc. M. Johnso:. & Associates, | 


Bethpage, L. I., hs been appoint- 
ed to handle adve tising for Carac 
Corp., Freeport, L 1., manufactur- 


53 


,er of concentrates for the home expositions and trade publications. © 
gardener. Advertising plans for | Educational folders and bulletins 
1956 include newspapers, point of will be circulated to gardeners, 
purchase material, radio, direct and Carac will offer a mail con- 
mail, premiums, transit displays, | sultation service to all gardeners. 


SURE STRIKE! 


| Manufacturers of fishing tackle and related lines 

can’t miss getting bigger strikes from advertising 
| in FTTN — the one specialized book covering 
| 11,047 selected top tackle dealers and jobbers. 


m® FISHING TACKLE TRADE NEW 


“WILMETTE 
TLLINOIS 


tel, New York. 

Jan. 29-Feb. 1. National Advertising In- | 
dustries Exposition, Morrison Hotel, Chi- | 
cago. | 

Feb. 3-5. Eastern Conference of Wom-| 
en's Advertising Clubs, Hotel Statler, Buf-| 
falo. | 

Feb. 9. Associated Business Publications, 
annual midwest conference, Edgewater 
Beach Hotel, Chicago. 

Feb. 24-25. Northwest Daily Press Assn., 
37th annual meeting, Radisson Hotel, Min- 
neapolis. 

Feb. 27-28. Inland Daily Press Assn., 
winter meeting, Drake Hotel, Chicago. 

*Feb. 27-28. New England Newspaper 
Advertising Executives Assn., winter 
meeting, Parker House, Boston. 

March 2. Associated Business Publica- 
tions, annual eastern conference, Roose- 
velt Hotel, New York. 

March 2-3. Midwestern Advertising 
Agency Network, first quarterly business | 
meeting and competitive display, Drake | 
Hotel, Chicago. } 

March 5-7. Packaging Assn. of Canada, 
annual convention, King Edward Hotel, 
Toronto. | 

March 10-14. Advertising Specialty Na-| 
tional Assn., 4th annual spring specialty 
show, Palmer House, Chicago. 

March 14-16. Assn. of National Adver- 
tisers, spring meeting, The Homestead, 
Hot Springs, Va. | 

March 22-24. Advertising Federation of 
America, Fourth District, annual conven- 
tion and southeastern advertising confer- 
ence, Orlando, Fila. | 

*April 4-6. American Public Relations | 
Assn., 12th annual conference and 7th in- | 
ternational public relations institute, Ho- | 
tel Statler. Washington, D. C. | 

April 8-12. National Business Publica- | 
tions, spring meeting, The Homestead, | 
Hot Springs, Va. 

April 10-12. Point-of-Purchase Advertis- 
ing Institute, symposium and exhibit, Ho- | 

| 


Reach 


tel Sheraton-Astor, New York. 

April 12-14. Southern California Ad- 
vertising Agency Assn., 6th annual con- 
ference, Oasis Hotel, Palm Springs. 

April 15-19. National Assn. of Radio and | 
Television Broadcasters, 34th annual con- | 
vention, Conrad Hilton Hotel, Chicago. | 

April 15-21. National Brand Names) 
Week, Annual Brand Names Day dinner, | 
April 18, Waldorf-Astoria Hotel, New York 

April 24-26. American Newspaper Pub- 
lishers Assn., annual convention, Waldorf- 
Astoria, New York. 

April 26-28. American Assn. of Advertis- 
ing Agencies, spring meeting, The Green- 
brier, White Sulphur Springs, W. Va. 

April 27-29. Advertising conference spon- 
sored by the University of Michigan, Ann 
Arbor. 

April 30-May 2. Assn. of Canadian Ad- 
vertisers, 4lst annual convention, Royal 
York Hotel, Toronto. 

May 6-8. Magazine Publishers Assn., 37th 
annual meeting, The Greenbrier, White 
Sulphur Springs, W. Va. 

May 14-16. National Newspaper Promo- 
tion Assn., 26th annual convention, Hotel 
Cleveland, Cleveland. 

May 14-17. First Advertising Agency 
Group, annual conference, Hotel Statler, 
Boston. 

May 20-23. National Industrial Adver- 
tisers Assn., 34th annual conference, Pal- 
mer House, Chicago. 

May 24-27. Associated Business Publica- 
tions, annual spring conference, The 
Homestead, Hot Springs, Va. 

June 3-6. National Sales Executives In- 
ternational Distribution Congress and Sales 


Equipment Fair, Conrad Hilton Hotel, 
Chicago. 

June 10-13. Advertising Federation of 
America, annual convention, Bellevue- 


Stratford Hotel, Philadelphia. 

June 20-22. American Marketing Assn., 
spring conference, William Penn Hotel, 
Pittsburgh. 

June 24-28. American Newspaper Class- 
ified Advertising Managers Assn., 36th 
annual convention, Long Beach, Cal. 

June 24-28. Advertising Assn. of the 
West, 53rd annual convention, Los An- 
geles. 

July 1-4. Newspaper Advertising Ex- 
ecutives Assn., summer meeting, Empress 
Hotel, Victoria, B. C. 

Aug. 24-28. Mail Advertising Service 
Assn., 34th annual convention, Drake Ho- 
tel, Chicago. 

Sept. 22-25. Advertising Specialty Na- 
tional Assn., annual convention and spe- 
cialty fair, Palmer House, Chicago, 

Sept. 23-25. Advertising Federation of 
America, Tenth District convention, Sham- 
rock Hilton Hotel, Houston. 

Sept. 27. Magazine Publishers Assn., fall 
meeting, Westchester Country Club, Rye, 
N. Y¥. 

Oct. 1-3. Direct Mail Advertising Assn., 


annual convention, Hotel Statler, New 
York. 
Oct. 11-13. Pennsylvania Publishers 


Assn., annual convention, Bellevue-Strat- 
ford Hotel, Philadelphia. 


FOR SALES SUCCESS IN fez 7 Ne7.\ 


Gai the 


% 


people 


than advertisers 


who pay more 


At the newsstands and to the carrier 
boy, Canadian readers pay over 54% 
MILLION dollars a year for the Star 
Weekly. It may surprise you—because 


the Star Weekly obviously carries far 
more advertising than most Canadian 
publications—but this sum paid by our 
readers actually exceeds last year’s total 
revenue from all Star Weekly advertising! 


Where else can you find such dramatic 
proof of reader interest—the big “extra” 
that pays extra dividends for Star 
Weekly advertisers. Nowhere else in the 
entire publication picture can you find 
anything like this big, interested 
audience—plus coverage that reaches 
into every part of Canada where goods 
are sold. 


Cash-confirmed readership, Canada-wide 
distribution and fine-quality printing all 
combine to make your advertising dollar 
worth more in the Star Weekly. 


TAR WEEKLY | 


Ont. 8 Se fey Pe a Published at 80 King Street West, Toronto - montreal Advertising Office: University Tower - U.S. Representatives: Ward Griffith Company Inc. 


annual meeting, Drake Hotel, Chicago. 
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Trester Goetting, Leroy Marshall, 66, 
Minneapolis Adclub Veteran Ad Manager, 
Head, Dies ai 37 Agency Exec, Dies 


MINNEAPOLIS, Jan. 10—Trester| New York, Jan. 12—W. Leroy 


F. (Tres) Goetting, 37, director of |Marshall, 66, assistant advertising 
public relations for Campbell-| manager of the Remington Rand) 
Mithun and president of the Ad-| division of Sperry Rand Corp. and} 
vertising Club of Minneapolis,| for many years director of adver- 
died of a heart attack Jan. 8 at his tising for Victor Talking Machine | 


home. |Co., died at his home in Green-| 
He was a former president of the | wich, Conn., last night. 
Minnesota Junior Chamber of Mr. Marshall was credited with | 


|having established the worldwide | 
popularity of Victor’s advertising | 


picture and slogan: “His Master’s | 


Commerce and in 1953 was named 
the outstanding young man of the 
year by the Minneapolis Jaycees. 


Carpet Mills. He joined Remington 
Rand in 1945. He had charge of the | 
company’s shaver division adver-| 
tising and was creative director for 
all other Remington Rand products. 


HAL KEITH 
New York, Jan. 12—Hal Keith, | 


38, television producer and direc- 
tor for National Broadcasting Co., | 


|died yesterday of cancer at New| 


York Medical Center. He had 
learned of his fatal illness just be- 
fore Christmas. 

Mr. Keith, whose last work was 
the Nov. 27 “Wide Wide World” 
program, “American Heritage,” 
produced and directed more than | 


He also was selected by Time as 
one of the Upper Midwest’s “100 
newsmakers of tomorrow.” 


- | Joining Victor in 1909 as an of-) « 


ees goa is still in use as a 1,000 NBC shows after he joined 
| Pacemars. | the network in 1947. They included 


Mr. Goetting was on the staff of | fice boy, Mr. Marshall, after sev- 
the Alfred Colle agency, in Min- eral years in the company’s adver- 
neapolis, from 1946 to 1948, when/|tising department, was promoted | 
he became executive secretary of | rapidly. He served as advertising 
the Minneapolis Aquatennial Assn. | director for more than ten years. | 

At Campbell-Mithun he special-|In addition, he was co-director of | 
ized in insurance and dairy ac-/all Victor sales activities and a/| 
counts and wrote articles for a| board member of all of its subsid- 
number of farm publications. He iary companies. 
was a member of the governor's | When the Radio Corp. of Amer- 
tourist advisory committee and in/ica acquired Victor Talking Ma- 
addition had served as director of|chine Co. in 1929, Mr. Marshall 
the 10,000 Lakes Assn. He was im-| became general advertising man- 
mediate past president of the Min- ager of RCA Victor. 
nesota chapter of the Public Rela- 
tions Society of America. 


YOU REACH 


30,000 tonnage buyers of 
metals DAILY with... 


American Metal Market 
Since 1899 The Metal a 


® He left the company in 1931 to 
become v.p. and general manager 
of Erwin, Wasey & Co., in Chicago. | 
Mr. Marshall wrote the copy for) 
several prize-winning ads, notably | 
one for Bear Creek Orchards which | 
is still used by Fortune for Christ- 
mas promotions 20 years after its 
original publication. 

In 1937 Mr. Marshall became 
advertising manager of Mohawk 


Industry's Daily Newspaper 


18 Cliff St., New York 38, N. Y. 


1881-1956 
Our 75th year of serving the 
Fabulous Southwest. 


The El Paso Times 


AN INDEPENDENT NEWSPAPER 
MORNING AND SUNDAY 


El Paso Herald-Post 


A SCRIPPS-HOWARD NEWSPAPER 
EVENING 


NATION'S Lancest TRADt TeamiTORY 


TWO Separate Newspapers « 30° Line BUYS BOTH! 


How to tell when 
Your Advertising Age 
Subscription expires...... 


Here’s an easy way to find out: look at the stencil imprint 
that appears on the mailing wrapper in which your copy of 


Advertising Age is delivered. 
ots CD 

; a 
The complete EXPIRATION DATE always appears here. First, the month; 
then, the day; and finally, the year. Example shown is NOVEMBER -5-, 
1957. (Note: the new expiration date for a renewal subscription is not 
changed until payment has been received.) 

—_— 

The FILING ORDER NUMBER always appears here. Please refer to this 
number whenever you write us about your subscription. This helps 
assure prompt service. 


Mr. John Doe 
257 North Avenue 
Chicago ll, lllin 


Circulation Dept. 
ADVERTISING AGE 


200 E. ILLINOIS ST. 
CHICAGO 11, ILL. 


Mr. Peepers,” the Bob Hope show 
and a variety of special events, 
from prize fights to symphonies. 
Born in San Francisco, Mr. Keith 
began work as a copy boy on 
the San Francisco News. Later he 
became a reporter, a publicity man 
for the San Francisco Opera Ballet, 
and an actor. During World War 
II he served on the staff of Gen. 
Douglas MacArthur. Three years 
after joining NBC, Mr. Keith was 
recalled to the Army and served 
17 months in Washington, where 
he produced a weekly tv show 
called “Pentagon, Washington.” 


GEORGE H. DORAN 

Toronto, Jan. 10—George H. 
Doran, 86, former president of 
Doubleday, Doran & Co., New 
York publishing organization, died 
here Jan. 7. 

A Toronto native, Mr. Doran 
lived most of his life in London 
and New York. Before merging his 
own publishing enterprise, George 
H. Doran Co., with Doubleday, Mr. 
Doran had published works by 
authors including W. Somerset 
Maugham, Aldous Huxley, H. G. 
Wells, Hugh Walpole and Arnold 
Bennett. He had come to the U.S. 
in 1890 and had been a citizen 
since 1895. He retired from the 
publishing company in 1930. 


WILLIAM W. ROSS 

Napa, CAL., Jan. 10—William W. 
Ross, 66, former advertising di- 
rector of the San Francisco Chron- 
icle and a resident here since his 
retirement in 1942, died Jan. 5 
while undergoing surgery at Chil- 
dren’s Hospital, San Francisco. 

Mr. Ross, a native of Joliet, IIl., 
was associated with the Chronicle 
for much of his adult life, although 
he did not move to California un- 
til 1935. 

He served first as a Chronicle 
representative in Chicago and later 
in New York, in each city on 
the staff of Williams, Lawrence & 
Cresmer, now Cresmer & Wood- 
ward. He joined the Chronicle 
as advertising director and held 
that position until 1942. 

In retirement he purchased an 
insurance agency, was an active 
Mason and Elk and served as 
president of the Napa Rotary Club 
and the Napa County Insurance 
Agents’ Assn. 


MRS. CLARA S. LITTLEDALE 
New York, Jan. 10—Mrs. Clara 
Savage Littledale, 64, editor of | 
Parents’ Magazine since its found- | 
ing in 1926, died yesterday at New | 
York Hospital after a long illness. | 
Born in Belfast, Me., she was} 
graduated from Smith College in| 
1913 and began her career as the | 
first woman reporter to be hired | 
by the New York Evening Post. | 
After working as head of the 
press section of the National Amer- | 
ican Woman Suffrage Assn., Mrs. 
Littledale became an _ associate 
editor of Good Housekeeping and 
covered the political scene in 
Washington from the woman's. 
angle. In World War I she was a| 
war correspondent in France. In 
1920 she married Harold Aylmer | 
Littledale, a member of the New 
York Times news staff. The mar-| 


riage ended in divorce several | 


years later. 

In 1926, Mrs. Littledale was of- 
fered the editorship of Children, 
the Magazine for Parents. Three 
years later the publication changed 
its name to Parents’ Magazine. She 
used its pages to help bring about 
legislation against child labor, bet- 
ter vocational guidance and train- 
ing, school lunch programs, nurs- 
ery and play schools, and federal 
aid for education. 


FRANK P. KEENEY 

Cuicaco, Jan. 10—Frank P. 
Keeney, 78, board chairman of 
Keeney Publishing Co., died Jan. 9 
in his apartment at the South 
Shore Country Club. For more 
than 50 years he had been active 
in the business paper publishing 
business in his company’s publica- 
tions, American Artisan and Heat- 
ing, Piping & Air Conditioning. 

Born in Tecumseh, Mich., Nov. 
4, 1877, he started his business pa- 
per career in 1899. He was presi- 
dent of Engineering Publications 
Inc., Chicago, until 1933, when the 
Keeney Publishing Co. was found- 
ed. He was a director of the Audit 
Bureau of Circulations from 1941 
to 1945. 


SAMUEL McKELVIE 

Mesa, Ariz., Jan. 10—Samuel R. 
McKelvie, 75, former governor of 
Nebraska and former publisher of 
the Nebraska Farmer, died at his 
winter home here Jan. 6 after two 
heart attacks. A member of the 
Nebraska legislature and then lieu- 
tenant governor of the state be- 
tween 1911 and 1915, he served 
two terms as governor, beginning 
in 1919. 

He was appointed to the federal 
farm board by President Hoover in 
1929 and remained in the post for 
two years. In 1940 he was western 
manager of the Presidential cam- 
paign of Wendell Willkie. 


PRSA Elects Eagen 

Robert G. Eagen has been elected 
president of the Cincinnati chap- 
ter of the Public Relations Society 
of America. Mr. Eagen is a mem- 
ber of the public relations depart- 


ment of Procter & Gamble. Other 
officers elected are Edward P.| 
Vonderhaar, director of public sel 
lations, Xavier University, v.p.;) 
George E. Cramerding, civic and | 
publicity director, Cincinnati| 
Chamber of Commerce, secretary, | 
and John M. Rowan, v.p. and direc- | 
tor of public relations, Provident | 
Savings Bank & Trust Co., treas-| 


urer. | 
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‘Chicago American’ 
Publishes 72-Page 
Section on Midwest 


Cuicaco, Jan. 10—In addition to 
its regular news edition, the Chi- 
cago American yesterday published 
a 72-page special section, “This Is 
the Midwest.” 

Covering all aspects of midwest 
living and economy, the features 
covered 37 categories, from “Agri- 
culture” to “Theater.” 

Publisher Stuart List explained: 
“For many months we at the Chi- 
cago American felt that too few 
people have an appreciation or 
understanding of the magnificent 
Midwest in which we live. The in- 
spiring story of how Chicago has 
become the industrial backbone of 
the free world had never been 
properly told. 

“Early last year we decided to do 
something about it, and the idea 
for ‘This Is the Midwest’ was 
born.” 

Several thousand copies of the 
section were printed on special pa- 
per and distributed to schools and 
libraries. 


Ezzes Leaves Guild Films 

Erwin H. Ezzes has resigned as 
v.p. and sales manager of Guild 
Films, New York. His future plans 
will be announced later. Top sales 
supervision at Guild will be taken 
over by Reub Kaufman, president 
of the tv film distributor-pro- 
ducer. 
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Handi-Kutter 
The PREMIUM That 
Has EVERYTHING 


Widely adaptable for tie-in and self- 
liquidating merchandising deals. 
Ample space for ad or trademark 
imprinting. Compact— attractive— 
useful. 


LOW Guay Prices! 
FREE SAMPLE and Price 
List upon request. 


KENWORTH MFG. CO. 


12315 W. Lisbon Milwaukee, Wis. 


15 county area sho 


@p. Of all receivable stations, WKOW-TV delivers 


POPULATION 


INCOME 
$983,864,000 


193,000 families 


SALES 
$714,000,000 


AUDIENCE 


125,000 homey 
OY; 
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ROBERT G. LEWIS has been named 
publisher of Railway Age, a Sim- 
mons-Boardman publication. He 
formerly was circulation director. 
Robert C. Van Ness, formerly Mr. 
Lewis’ assistant, has been named 
acting director of circulation. 


Peace Settles on 
N.Y. Fight Front 


(Continued from Page 2) 

Last week it looked as though 
New York might become a no- 
man’s land for fighters as a re- 
sult of the fracas between the 
New York state athletic commis- 
sion and its chairman, Julius Hel- 
fand, and the Boxing Guild of 
New York. 

One show—DuMont’s Monday 
night fights from St. Nick’s—al- 


| Warner to Wogrin-Wescott 


| gation, a national quarterly; The 
Mobilizer, a regional monthly for 
|the Mobile Home Assn., and Den- 
|ver—Queen of an Empire, for 


ready had completed plans to move 
to Baltimore when the promoters | 
were unable to find enough| 
“healthy” fighters to put together | 
a card in New York after the Jan.| 
15 effective date of the commis-| 
sion ban on the guild. It also) 
looked as though the Internation-| 
al Boxing Club might have trouble 
putting together Friday night 
fights at Madison Square Garden. 
Practically overnight, the tide 
shifted abruptly in favor of the 
cleanup commissioner, thanks to 
support from the governor of 
Maryland, the head of the Inter- 
national Boxing Club and the 
manager of the heavyweight 
champion of the world. 


= Gov. Theodore R. McKeldin de- 
cided that a “monopolistic, shock- 
ing” guild, which was disqualified 
in New York, should be disquali- 
fied in Maryland. Jim Norris, head 
of the IBC, lined up with the com- 
mission’s forces by refusing to 
join the guild boycott of New 
York rings. 

Al Weill, manager of Rocky 
Marciano, speeded the disintegra- 
tion of the guild by resigning from 
the group—which was exactly 
what the N. Y. commission ordered 
managers to do in the first place. 

When Baltimore slammed the 


Charles J. Warner, formerly on 
the advertising sales staff of the 
Denver Post, has joined Wogrin- 
Wescott & Frye, Denver publisher, 
as advertising and advertising 
sales manager. Mr. Warner will 
direct a new advertising sales de- 
partment for the company, whose 
publications include Modern Irri- 


tourists. 


AAR Promotes Dewhurst 

H. S. Dewhurst has been ap- 
pointed special assistant in the 
public relations department of the 
Assn. of American Railroads, 
Washington, effective March 1. Mr. 
Dewhurst has been with the AAR 
for the past 13 years; during the 
last five he served as secretary of 
the safety, the protective, the op- 
erating and the medical and surg- 
ical sections, and the joint commit- 
tee on railway sanitation, with 
headquarters in Chicago. 


When it offers a current 
HousEHOLD BRAND INVENTORY 


SURVEY IN 187 CATEGORIES! 


—— 


|||! What They’re Buying in BIG SPRING Texas! | ||| 


These 9 Texas Harte-! onks 
Newspapers can be de nded 
upon for above ave: ‘ge 
Reader Impact! 
Abilene Reporter-New | 
Big Spring Herald 
Corpus Christi Caller-) mes 
The Denison Herald 
The Greenville Banne: 
Marshall News Messe ger 
The Paris News 
San Angelo Standard. 'imes 
Snyder Daily News 


Like a forceful stream of water—high into 
the air—this new BIG SPRING HERALD 
study pierces the curtain covering second- 
ary-market information . . . and offers a 
comprehensive survey of Household Pur- 
chases in 187 classifications! Included are 
Grocery, Drug, Cosmetic, Tobacco, Appli- 
ance and other categories—all tabulated 
to show brand share of the market, as 
well as total usage in Big Spring. And in 
Texas, secondary markets in the aggregate 
account for a greater total sales volume 
at the consumer level than the normally 
accredited so-called major cities. 


Two important comments from those who 
already have seen the study are: “Gives 
us a localized picture we can't get from 
Nielsen""—and “A study not only well- 
made, but also properly and clearly pre- 
sented!" It will pay you, too, to analyze 
this survey for we believe it contains much 
that will be worth-while to you in plan- 
ning your marketing and advertising pro- 
grams. A copy is available for the asking 
to qualified and interested factors as an- 
other service of THE BIG SPRING HERALD 
(28,572 ABC City Zone Popuiation)—one 
of the TEXAS HARTE-HANKS NEWSPAPERS. 


For your copy of ‘“‘What They're Buying in Big Spring, Texas"’ get in touch with the 
Texas Harte-Hanks office nearest you—or The Big Spring Herald, Big Spring, Texas. 


Texas Harte-Hanks Newspapers 


DALLAS e CHICAGO « NEW YORK 


FULL COLOR 


Now Available... 


THERE'S A SALES 
DIFFERENCE WHEN 
YOU USE CoLoR 


| door in their faces, the promoters 
j of DuMont’s Monday fights got 
the commission’s permission to 
continue originating the fights at 
St. Nick’s. However, the promot- 
ers, Tex Sullivan and Willie Gil- 
zenberg, and the London Sporting 
Club, were ordered to appear be- 
fore the commission. They were 
\ charged with various violations, 
including “consorting with crimi- 
nals.” 
Meanwhile, the Monday fights, 
which DuMont’s New York sta- 
\ tion, WABD, feeds live to 25 cities 
and delayed to 16 others, will con- 
tinue as usual pending the out- 
come of the hearings. 


Drug Sales Top $4 Billion 

{ Drug store sales reached a 
! record high of $4,510,000,000 in 
1955, a 6.1% increase over 1954, 
according to a report released 
jointly by Drug Topics and Drug 
Trade News. Both chains and in- 
dependents shared the increase al- 
though the independents, with a 
rise of 6.8%, nearly doubled the 
chains’ rate of increase, which was 
3.8%. Most of the sales growth is 
attributed to a last-half spurt of 
8.5%, compared to a first-half in- 
crease of 3.6%. 


in the rich Central Ohio market 
Starting January 30, 1956... 


Yes, now for the first time, advertisers can take 
advantage of full color ROP schedules, in the evening 
and Sunday field, to sell Columbus, and the rich Central 
Ohio Market. 


In addition to established dominant coverage of the 
mid-west's number one test market, color will make 
your ad in the Dispatch even more attractive, more 
readable ...-. will capture more attention, more sales. 


No matter what field your advertising represents . . . 
retail, food, automotive, drug, industrial or service . 


“Columbus Dispatch 


READ-IN MORE THAN 4 OUT OF 5 COLUMBUS HOMES DAILY, MORE THAN 9 OUT OF 10 SUNDAY 
NATIONAL REPRESENTATIVES: O'MARA & ORMSBEE, INC., NEw YorK cHicaco DETROIT ANGEL'S SAN FRANCISCO 


tos 
Newspaper Representatives, inc., Miami Beach 


you can now do the BEST job of selling, with full 
color ROP. 


Final completion of our $3,000,000 expansion program, 
including 21 units of new Goss Headliner Presses with 
Colortrol and all other complete, up-to-the-minute 
innovations makes ROP full color available. All contracts 
for full color ROP acceptable for publication dates 
starting January 30th, 1956. For rates and details, 
contact General Advertising Department, The Columbus 
Dispatch, Columbus 16, Ohio. 
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OAI Joins Brand Names 
Outdoor Advertising Inc., 
medium’s national sales ae moor 
motion organization, 
elected a member of oe Brand 
Names Foundation. Ted W. Lord, 
v.p. and eastern sales manager, | 
will represent OAI in foundation 
activities. Roster designs are being | 
planned to carry the brand name 
idea to the outdoor public. 


VALUABLE FRANCHISE FOR 
EXECUTIVE SALESMEN 


Well rated concern national in scope. Advertis- 
ing or intangible experience necessary. No in- 
vestment or inventory. A business of your own 
with protected territory. Men must be of high 
caliber, educated, nice appearance, and experi- 
enced in calling on top management, Reference 
required. 95% renewal year after year. We have 
testimonial letters from over 80% of our cus- 
ers. This is a startling new idea, but old 
enough to be proven. This is prestige advertis- 
ing and Public Relations in its most palatable 
form. We are now setting up restricted territory. 
Our plan of pay is much better than a draw. 
If you can meet the requirements above A. will 
conscientiously work for two years, 
newals will be enough to retire on. "We pay 
you immediately although we bill customers 
monthly. Write 


NDALL, Sai 
BUSINESS DIGEST & FORECAST 
20th Street, N.W., Washington 9, D. C. 
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we|G mon In—Overseas Is Fine, Grant 


end /Urges, Opening 25th Office Abroad 


Cxuicaco, Jan. 11—In announc- 


that broadcast advertising is being | 


ing that the new Thailand office|made available in an increased 


of Grant Advertising will be 
opened in Bangkok in March, Will 
C. Grant, president of the interna- 
|tional agency, expressed the hope 


|that many other qualified U.S. 


agencies will expand their opera- 


|tions abroad. 


“American manufacturers are 
increasingly interested in foreign 
trade,” he said. “In addition, ad- 
vertising done for companies in the 
countries served helps to stimulate 
business and raise the standard of 
living. Work done abroad by ad- 


|vertising men from this country 


makes friends for America and is 
an important contribution to the 
national interest. 

“Another reason why Americans 
do well in advertising abroad is 


Competition’s Tough 
Anywhere—and Exacting 


Advertisers in all classes of media will tell 
you that their advertisements are up 
against as sharp competition in the pub- 
lications as their products are in the 
market. To command greatest reader at- 
tention they insist on the best brains and 
talent in planning and preparation and 
proven photo-engraving skill and crafts- 


manship in reproduc 


Must be why 


tion. 


so many names on ROGERS’ books have 
been there 10, 15, 20 years with others 
constantly being added. 


R O 


GER S 


engraving company 


2001 calumet 


MASTER CRAFTSMEN OF PHOTO-ENGRAVING ers who become clients of foreign 


avenue « chicage 16 


number of countries, and our suc-| 
cessful experience with radio and | 
tv in the U.S. helps to make these | 
new media more effective adver- 
tising vehicles in other countries.” 

Mr. Grant explained that well- 
staffed and supervised advertising 
agencies in foreign countries can 
make an important contribution to 
the financial success and stability 
of U.S. companies. 


® For example, the foreign busi- 
ness of Grant in 1954 was reported 
to ADVERTISING AGE as $29,000,000. 
During the past year it increased, 
he estimated, by nearly $10,000,000, 
with appropriations for 1956 ex- 
panded still further. 

“Our policy,” he continued, “is 
that at least 75% of the business 
we do in a foreign country be of 
local origin and only 25% from the 
U.S. or other outside areas. This 
is a healthy situation from the 
| standpoint of developing an adver- 
tising philosophy in each country 
and building greater interest on 
the part of manufacturers, as well 
as governments, in using advertis- 
|ing as a means of expanding mar- 
|kets and promoting acceptance of 
new ideas. 
| “As a matter of fact, we are 
| handling an increasing number of 
|governments as clients, not only 
to promote tourist trade or the es- 
| tablishment of new industries, but 
|also for educational purposes. In 
| Pakistan, for example, we are han- 
|dling the government advertising| 
for military recruitment. 
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billings. 


New York 17, for a duplicate. 


Agency Billings Questionnaires 
in the Mail 


Questionnaires requesting 1955 billings information from ad- 
vertising agencies in the U.S. and Canada are now in the mail, 
for AA’s 12th annual exclusive compilation of advertising agency 


Last year billings information was presented on 277 agencies, 
including ALL agencies billing $5,000,000 or more in 1954. 

For inclusion in this important list, agencies must return their 
questionnaires promptly. A form has been sent to the head of 
every listed agency. If you have not received yours, write John 
Crichton, executive editor, ApveRTISING AGE, 480 Lexington Ave., 


® “It is because the opportunity is) 
great and the job to be done so vast | 
| that we hope that other advertis- 
‘ing agencies in this country will) 
look around in foreign lands and| 
|develop opportunities for their 
|successful operation abroad. It 
| would help us as well as them, 
and it would benefit the U.S. in 
| many ways.” 

| When a new office is opened, as 
jin Bangkok—this will make the 
| 25th foreign office for Grant and 
| a total of 34 in the U.S. and abroad 
|—the agency sends a supervisor 
and a local manager to get things 
rolling. The supervisor remains for 
two or three months and the man- 
ager permanently, building his 
staff with nationals of the country 
served. 

In every instance, Mr. Grant 
said, advertising accounts are 
successfully developed, although 
sometimes it is a slow process. The 
basic idea of advertising as a 
means of developing markets and 
promoting business has to be sold, 
since in most other countries ad- 
vertising is poorly developed as a 
marketing tool. 


| 


8 “One of the big difficulties,” he 
continued, “is the absence in most 
other countries of bureaus such as 
the Audit Bureau of Circulations. 
For this reason it takes time and 
trouble to develop reliable circula- 
tion data. With more U.S. adver- 
tisers and agencies working in the 
foreign field, progress in this di- 
rection could be greatly accelerat- 


The 24 foreign offices of Grant 
Advertising are serving about 600 
advertisers at present, compared 
with 100 in the U. S. During 
the first nine months of 1955 all 
Grant offices, inciuding the nine 
in the U.S., had a net gain of 184 
new accounts. While the Miami 
office was the leader in number of 
new accounts added, with 27, the 
next offices in rank in this respect 
were Cape Town, 19; Caracas, 9, 


and Calcutta, 7. 
Although many of the advertis- 


offices advertise initially to their | 
national markets, Mr. Grant said | 
that experience has shown that 


about three-fourths of these be-| 


come international, by extending 


their advertising to a number of! 
other countries (not necessarily in- 


cluding the U.S.). Many advertis- 
ers in Brazil, for example, have 


expanded their promotions to half) 
a dozen other Latin American! 


countries, he said. 


® With reference to the increasing | 


availability of radio and tv to ad- 
vertisers in foreign countries, Mr. 
Grant said that radio now can be 
used commercially almost every- 


where in the free world except in| 


Great 
Kong. 

Television is commercially avail- 
able in England, and also in many 
Latin American countries such as 
Mexico, Cuba, Venezuela, Brazil, 
and Argentina, in addition to Ca- 
nada and the Philippines, where 
it is just beginning to develop with 
the installation of a fair number of 
receivers. But he predicted that 
tv. will be available for advertisers 
almost everywhere in the world 
in the next few years, with Aus- 
tralia on the list to provide this 
service in 1956. 


Britain, India and Hong 


“A couple of years ago, when a 
| commercial radio network was es- 
tablished in South Africa,” Mr. 
Grant ‘added, “we flew over a 
group of broadcast advertising spe- 
cialists from the U.S. In a few 
weeks we had a large number of 
our accounts firmly established in 
desirable time slots on this net- 
work. They have found the addi- 
tion of this new medium unusually 
effective. Similar opportunities will 
be opening up before long with the 
availability of commercial tv.” 


Hoierman Joins ‘Fortnightly’ 
Public Utilities Fortnightly has 
appointed Richard Hoierman ad- 
vertising representative for Texas, 
Oklahoma, Arkansas, Louisiana 
and New Mexico, with offices in 
Dallas. Mr. Hoierman was pre- 
viously advertising and public re- 
lations manager of the machinery 
division of Dravo Corp., Pittsburgh. 


AUSTRIAN ADVERTISING 
AGENCY 
16, Wollzeile, Vienna 
Tel: R 295 50 
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CANADA'S No. 1 Test Market 


The London Free Press 


@ A PURE MARKET 


london is a one paper market unaffected by the circulation of out- 


side newspapers. 


This market is covered by 9 editions doily which 


offers wide opportunity for testing rural or urban markets separately. 


@ A CO-OPERATIVE MEDIUM 


Through the co-operative advertising department of the London 
Free Press, you may add a “crispness” to your test compaign by 
stock checks, dealer tie-in advertising, sales promotion support and 


split-runs. 
@ CANADA'S SEVENTH MARKET 


Whether it be for a test compaign or as part of your national effort, 


the London Free Press is the only 


Ai Ty 
r 


tely covering 


Canada’s Seventh Market. Look first to this economical medium for 


results! 


Ontario’s Largest Daily Newspaper 
Circulation Outside Toronto 


94,436 — Publisher's Statement, March 31st, 1955 


London 
Ontario 
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49 Pennsylvania 


Dailies Boosted 
Prices in ‘55: Study 


HARRISBURG, Jan. 10—Rising pub- 


lishing costs, including increased | 
newsprint prices, forced 49 Penn-| 


sylvania newspapers to raise the 
price of their issues during 1955, 


the 1956 “Pennsylvania Newspaper | 


Directory & Rate Guide,” 
published, shows. 

The directory is compiled by the 
Pennsylvania Newspaper Publish- 
ers’ Assn. 

It lists 431 Pennsylvania news- 
papers: 129 dailies, 288 weeklies 
and 14 Sunday papers. 


just 


® A breakdown reveals that six 
dailies have raised both single copy 
and subscription rates in the past 
year; five have hiked just their 
single copy prices and 12 have 
raised subscription prices. Of these 
dailies, six went to 7¢ a copy. One 
Sunday paper raised its single copy 
price and another its subscription 
price. Twenty-four weeklies also 
raised prices. 

The directory shows that 34 
dailies and six Sunday papers in 
Pennsylvania have adjusted their 
general advertising rates since the 
start of 1955. Also, more papers 
are accepting color: 43 daily and 
nine Sunday newspapers in the 
state now accept advertising in 
two or more colors. 


Mr. Adman, I'll See 
You in the Funny 
Papers (Yes, Again) 


New York, Jan. 10—Well, adver- 
tising is back in the comics strips. 

The scene this time is R. Van 
Buren’s popular United Feature: 
strip, “Abbie ’n’ Slats.” It seems 
that Slats has gone to work for a 
big advertising agency. 

After explaining to the home 
folks such terms from ad “lingo” 
as “off the top of my head” and 
“firm this up on a hunk of papy- 
rus,” Slats spent the past weekend 
wondering what account assign- 
ment he would draw. 

Today he got the word. It would 
be one shunned by the other chaps: 
Poochies dog biscuits. 

With Slats on the account, it was 
deemed certain along Madison Ave. 
that Poochies was in for a big, 
happy surprise, and insiders re- 
portedly were surreptitiously ac- 
quiring blocks of stock. 

The last time advertising ap- 
peared in the comics—a year ago 
in “Little Orphan Annie”— it 
kicked up a bit of a fuss on the 
West Coast. The Southern Califor- 
nia Advertising Agencies Assn. 
protested the venal portrait of an 
adman as a slur on the industry 
(AA, Feb. 14, ’55). 


Dow Jones Shifts Two 

Frank Wilson has been appoint- 
ed advertising manager of Bar- 
ron’s National Business & Financial 
Weekly, published by Dow Jones 
& Co. Mr. Wilson was formerly as- 
sistant advertising manager and 
before that on the advertising sales 
staff of the Wall Street Journal. 
Ernest Regel, Barron’s advertising 
manager, has been named associ- 
ate advertising manager. 


Hayhurst Adds Three 

F. H. Hayhurst Co., Toronto, has 
been appointed to handle adver- 
tising for three new accounts. 
They are Noxzema Chemical Co. 
of Canada Ltd., Ontario Retail 
Farm Equipment Assn. and Truck 
& Tractor Equipment Ltd., Mimico. 


Bott Joins Detroit Y&R 

Robin Bott, formerly with the 
Pontiac Motor division of General 
Motors Corp., has joined Young & 
Rubicam, Detroit, as a merchan- 
dising and dealer promotion exec- 
utive. 


Fillat Joins Seagram Affiliate 

| Samuel C. Fillat, formerly gen- 
|/eral manager of R. U. Delapenha 
& Co., liquor importer, New York, 
has been appointed sales manager | Reincke, Meyer Adds One 

of the rum division of General| Askania Regula‘or Co., Chicago, 
| Wine & Spirits Corp., New York,|has appointed Reincke, Meyer & 
an affiliate of the House of Sea- Finn, Chicago, to handle its ad- 
gram. It has also been announced | vertising. Askania a subsidiary of | 
|that, effective Jam. 15, Myer’s General Precisi n Equipment 
rum, formerly handled by Delapen- |Corp., manufactur s hydraulic and 
ha, will be distributed in the U.S. |electronic control. and provides 
by General Wine & Spirits, which | engineering and c mputer services 
also will handle distribution of to industry. 


Christopher Columbus rum, for- 
merly a Seagram-Distillers Co. | 
brand. 


Jacobs Appoints Ross a ee 


Office Television v.p., has joined AYWOOD PUBLISHING CO 
the staff of Arthur P. Jacobs og 1 = 

New York, public relations con- S - 
sultant. ! 
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Fairmont Appoints Finegan | 


Jean Finegan has been appoint- | . 
ed advertising and publicity man- different 
ager of Fairmont Foods Co., Oma- specialized 
ha. Mr. Finegan was formerly magazine serving 
with Benton & Bowles, New York, the snecalized 
as an account executive. needs of a big 


specialized field .. 
% send for market 
story, sample copy 


Wallace A. Ross, formerly a Box 


22 E. HURON ST. 
CHICAGO it, tL. 


The major news awards keep pouring 
in at WBZ-TV. In 1954 it was the Radio- 
Television News Directors top TV award 
... early in 1955, the Headliners Medal 
for dramatic coverage of a spot news 
event. 

Now it’s the Sylvania Award for “local 
news and special events” for WBZ-TV 
to take its place on the WBZ-TV mantel 
with national awards in virtually all 
categories. 

Small wonder! WBZ-TV News is pro- 
vided by top-flight news editors, ace 
reporters and a network of 82 motion 
picture correspondents scattered 
throughout New England. And how 
New Englanders love their news... 
reported to them a dozen times each 
day on WBZ-TV. 

Put this interest and prestige behind 
your product ... in the nation’s sixth 
largest market. Showcase your message 
with dynamic reporter Jack Chase and 
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1955 Sylvania Award 
takes its place 
on the crowded WBZ-TV mantel 


personable meteorologist Don Kent ap- 


pearing regularly throughout the morn- 
ing hours. 

Award yourself greater sales through 
WBZ-TV news. Call Herb Masse, WBZ- 
TV Sales Manager, ALgonquin 4-5670 
(Boston), or Eldon Campbell, WBC 
National Sales Manager, MUrray Hill 


WESTINGHOUSE BROADCASTING COMPANY, INC. 


TELEVISION 
BOSTON —WB8BZ-TV 
PHILADELPHIA—WPTZ 
PITTSBURGH—KDKA-TV 
SAN FRANCISCO— KPIX 


RADIO 
BOSTON —WBZ+WBZA 
PHILADELPHIA— KYW 
PITTSBURGH — KDKA 
FORT WAYNE—WoOWO 
PORTLAND— KEX 


KPIX REPRESENTED BY THE KATZ AGENCY, INC. 
ALL OTHER WEC STATIONS REPRESENTED BY FREE & PETERS. INC. 


ee | ‘ 
a 
a | 
\ | : 
‘| va ‘ 
| ! | / | WV p 
| | | | Ato : 
| { OA | } ng " H 
| ‘fod |} ty LIL | 
| au ea ~ 
j | 4 = ; 
| ge Me ; : 
| | ! ee eae ne j ‘a te =——= & 
aan 1; SD 5* 
y J | 
| — = - Ps, 
—a EB ZIN | [ 
learn | 
== y. AN 5 : 
r * \ _—_— 
| i ex oo. | 
a eB . 4 | 7 
| Ait Sa ; A a a 
| . id | 4 mtb rc 3 Bae | Be | ee 
© a Co rons > 
| | a os Cescue: = aE oo S., RB) So 2 
| &.  PE Baa e 
{ees [Serer women alii Yonerar io Seaman ol x 
| QQ ————— 
| 7-0808. CV) y, | = 
on00CltC CO 
r= Ve cos \ 6s = 7 
: = UP Gon —a-: >) oe 
: | ..— Lh La ie : 
; ll | 
| ee LIC pees —— 3 a ~ 
" — : 
™ id heel - . : — “2 Aen | eel ' i | Fe i: i, » a ~ & ———— a ee ae | ie A prone te ou i ‘ ‘ * : ee Me» Tito eo 


BBDO, LaRoche Get 
More Revlon Business 


(Continued from Page 1) 
arrived some four months after 
“The $64,000 Question” had been 
signed and some weeks after it 
went on the air. At 38, Mr. Abrams 
already had a reputation as a 
shrewd opportunist in advertising 
tactics, with no reluctance to shuf- 
fle agencies. Brought into the Rev- 
lon picture at a time when the 
company had three agencies, was 
established in tv and was in the 
process of switching from a family- 
controlled operation to a publicly- 
held company, the $50,000-a-year 
advertising director decided some 
changes had to be made. 

At a meeting in early October, 
Mr. Abrams told the agency he 
didn’t think commissions on talent 
were justified and that he didn’t 
intend to have Revlon paying 
them. Norman B. Norman, presi- 
dent of Norman, Craig & Kummel, 
explained why agencies felt en- 
titled to commissions on talent, and 
said his agency would continue to 
collect its commission on talent. 


® The critical argument, when it 
arose, came not on “The $64,000 
Question,” but on “Appointment 
with Adventure.” a show on which 
Revlon divides sponsorship with 
P. Lorillard Co. (Young & Rubi- 
cam). 

On Nov. 8, Mr. Abrams notified 
Mr. Norman that Rev!on would not 
pay commissions on talent on the 
show because (1) Revlon had lo- 
cated the show, (2) Revlon had 
made the contractual arrange- 
ments, (3) the entire show was 
packaged independently, not by 
the agency, and (4) Revlon hadn't 
asked for Norman, Craig & Kum- 
mel’s help in selecting and arrang- 
ing the show. 

Mr. Norman didn’t reply to the 
letter, but the agency continued to 
bill for commissions on the talent 
portion of the show. 

On Nov. 28, E. W. Mandel, Rev- 
lon advertising manager, who fol- 
lowed Mr. Abrams from Block 
Drug to Revlon, notified the agen- 
cy he would okay $16,000 of the 
charges and returned a set of in- 
voices. 


® On Dec. 5, Mr. Norman wrote to 
Mr. Abrams, “We cannot accept 
this kind of arrangernent.” He em- 
phasized that client-agency rela- 
tionships must have mutual trust 
and pointed to the fact that on 
“The $64,000 Question” (where, 
incidentally, Revlon paid talent 
commissions without argument) 
only half the talent package was 
commissionabie. It is generally ac- 
cepted, he said, that prize money 
is direct payment and therefore 
is not handled by the agency. 

This, Mr. Norman wrote, empha- 
sized the necessity for impartiality 
in agency media selection. “We 
could never and would never rec- 
ommend a dramatic show because 
it would be more profitable to us 
than a prize package show, if we 
felt the package show would sell 
more goods. . . 

“This sort of thing is true of 
course, not only within broadcast- 
ing, but amongst media itself as 
well,” he said. “As all agency ex- 
ecutives know, profitability among 
newspapers, magazines, outdoor, 
radio and television varies tremen- 
dously. To recommend media from 
a profit motive would be destruc- 
tive of an agency-client relation- 
ship. And therefore it is never done 
by recognized, ethical agencies.” 


® He then explained that an agen- 
cy expects that all advertising 
money expended by the clients 
will be handled and be commis-| 
sionable, so that its judgments can | 
be impartial. Otherwise, he wrote, | 
there is inserted a pressure “on the 


agency to extract a higher net... .” 

“This is not the way we run our 
business, nor, so far as we know, 
the way any first-line agency, such 
as you have employed, runs its 
business,” he said. “As a matter of 
practical fact, we, and I am sure 
they too, constantly reinvest ac- 
cumulated gross income as your 
account grows to provide better 
service and time necessary.” He 
pointed out that American Assn. of 
Advertising Agencies figures show 
a 1% return for major agencies on 
billing. 

Winding up, he said flatly, “This 
method of operation is completely 
unacceptable. We have never done 
this and do not do it now for any 
of our other clients and cannot en- 
ter into this type of relationship.” 

Privately, Mr. Norman is under- 
stood to have told other clients he 
considered the failure to collect 
commissions where due a form of 
rebate and said he would have 
none of it. 


® On Dec. 29 Mr. Mandel discov- 
ered that Revlon inadvertently had 
been paying talent commissions on 


Revlon on Parade 


Last November Revlon became 
a public corporation and, in so 
doing, revealed closely-guarded 
details of the company’s 23-year 
rise to second position among the 
country’s cosmetics manufacturers. 

For the previous five years Rev- 
lon reported total net sales of 
$155,356,879, advertising and pro- 
motional expenditures of $24,170,- 
595 and net income of $7,249,838. 

Advertising expenditures went 
from $1,793,320 in 1950 to $5,755,- 
896 for the first eight months of 
1955. 

Lipstick and rouge sales ac- 
counted for 28% of Revlon’s 1954 
business and approximately 26% 
of business for the first eight 
months of 1955. Foreign operations 
accounted for about 10% of Revlon 
sales between 1950 and 1954, has 
since gone up to around 12% with 
the United Kingdom, Mexico and 
Cuba the largest single markets. 

Revlon Inc. stock, traded over 
the counter, was offered in the 
prospectus at $12. Actually it 
opened at $15 to $16 and is now 
being traded at approximately $20 
to $21. 


some of the Norman, Craig & Kum- 
mel invoices. He notified the agen- 
cy that this was incorrect, and he 
asked for a credit of $5,648. 

On Jan. 4, Mr. Norman replied 
to Mr. Mandel’s letter: “As we 
said - a non-commissionable 
handling of this or any other piece 
of agency business is not accept- 
able to us. 

“We have instructed our book- 
keeping department to return to 
you in statement form our partly- 
paid bills on ensuing shows. We 
also would appreciate your in- 
structing your bookkeeping depart- 
ment to forward these amounts, 
now past due.” 


@ That wound up the correspon- 
dence. It also—in the agency’s view 
—wound up the Revlon account in 
the Norman, Craig & Kummel shop. 

It was said the bog-down of “The 
$64,000 Panel,” which was to have 
replaced “Appointment with Ad- 
venture,” had nothing to do with 
the bust-up of Revlon and NC&K. 
This sequel to the “$64,000 Ques- 
tion” never got on the air, because 
of a disagreement between P. Lo- 


rillard Co. and Y&R, on the one 
hand, and NC&K on the other. 
An NC&K spokesman said plans 


Man. this is whiskey ! 


Imperial 


BY 


CIRCULATING CuTOUTS—Hiram Walker Inc. is using these posters- 
plus-cutouts in the Minneapolis-St. Paul area. Five different cut- 
outs, which will be rotated every 60 days, give flexibility to the 


HIRAM WALKER 
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NAEGELE 


12-unit campaign. Naegele Advertising Co. is the operator. 


Lorillard p!anned to try to steal|signed for the show first, then 


the merchandising thunder on the 
show. At one time Lorillard even 
demanded an alternate spot on the 
“$64,000 Question” as its price for 
getting the “Panel” series started, 
he declared. 

Revlon, the agency man assert- 
ed, was happy to find this out in 
time. Kent got into the act in the 
first place by surrendering alter- 
mate weeks of a Sunday night 
CBS-TV time spot—the “Appoint- 
ment with Adventure” segment— 
to the cosmetics company in Octo- 
ber. 


The Sales Situation 


As Revlon pulled its accounts out 
of NC&K, it pulled them out in 
mildly sensational shape. When the 
agency (then the William H. Wein- 
traub Co.) came on the account in 
January, 1949, Revlon was the 
No. 1 lipstick, but it probably had 
only 10-15% of the market. As the 
agency came off the account, Rev- 
lon was the No. 1 lipstick and had 
approximately 33% of the market. 

It had fought a tremendous sales 
battle with Hazel Bishop, and the 
three Revlon types outsold Bishop 
more than two-to-one, with Living 


probably doing slightly better than | 


Bishop’s 14% of the lipstick mar- 
ket. 

Revion's renaissance (at one 
point it either was tied with or 
trailed Hazel Bishop, depending 
on the industry source) came while 
new brands were dumped drama- 
tically into the market. Coty came 
in hard and fast and now holds 
slightly better than 10%; Toni’s 
Viv holds less—maybe around 6%. 

And, since trade sources believe 
the lipstick market to account for 
$43-45,000,000 at wholesale levels, 
it probably figures that Revlon is 
selling some $14,000,000 worth of 
lipstick at present. 


® In the past year, helped in no 
small part by the success of “The 
$64,000 Question,” Revlon has 
jerked its share of the lipstick mar- 
ket upward by a third. It opened 
1955 with about 26% of the mar- 
ket, barely ahead of Bishop with 
about 23%. Coty’s entry was 
dramatic; its share shot up to more 
than 15%, then receded to about 
10%. 

So, despite vigorous competition 
(which has broadened the whole 
lipstick market) Revlon boosted 
its share from a quarter to a third 
of the total and took charge of the 
field. 

Other Revlon products in the 
shop were believed to have done 
equally well. Probably some $24,- 
000,000 in wholesale level sales 
were accounted for by products 
advertising through Norman, Craig 
& Kummel, and the whole line 
moved up perhaps $8,000,000 in 
sales in 1955. Of course, Revlon’s 
spending has increased. In 1955 
it spent $3,500,000 to move these 
products, through NC&K; in 1956 
the budget was about $5,000,000. 


What It Means to NC&K 


for co-sponsorship with Kent fell 
through when it became clear that| 


The agency had crawled out on 
the limb on “The $64,000 Ques- 
tion,” and partner Walter Craig 


sold it to Revlon. It was a tremen- 

|dous buy, and it has held up well 
|in winter competition—and has de- 
livered a fantastic bonus in pub- 
|licity attracted by the big prize 
land the colorful contestants. 

It has been suggested that the 
| Toot of the controversy between 
Revlon and Norman, Craig & Kum- 
|mel lay in the agency’s accepting 
| the Speidel account and then buy- 
ing “The Big Surprise” for Speidel 
on NBC-TV Saturday nights. This 
show, like “Question,” was pack- 
aged by the Lou Cowan organiza- 
tion. 

The Revlon management didn’t 
| like it, but the agency would have 
weathered the argument. For one 
‘thing, the agency argued, this 
|would presumably mean it could 
never handle another quiz show 
for a client. This, it felt, was silly. 

As it turned out, the Speidel ac- 
}count (somewhere around $2,000,- 
000) will cushion the Revlon loss. | 
Norman, Craig & Kummel opened | 
1955 with about $20,000,000 in bill-| 
ling; it opens 1956 with about the | 
same amount, thanks to the addi-| 
tion of Chanel during the year, 
lalong with Bon Ami, Selchow & 
Righter, and half-year billings on 
ithe Willys division of Kaiser- 
| Frazer. 


Revlon Denies 


Talent Commissions 
Caused Agency Rift 


(Continued from Page 1) 

C. J. LaRoche & Co., told AA, “We 
have been asked to do certain 
things for Revlon for which we 
will certainly get commissions, and 
I expect that includes talent com- 
missions for ‘Appointment with 
Adventure.’”’ 

As for the conflict between “The 
$64,000 Question,” which now goes 
to Batten, Barton, Durstine & Os- 
born, and “Circle Theater,” spon- 
sored by Armstrong Cork, likewise 
a BBDO client, Mr. Abrams com- 
mented: 

“That kind of competition doesn’t | 
‘bother us. ‘Circle Theater’ has} 
been getting ratings of 10 and 12. 
That kind of competition we’d like 
for eternity.” 

The decision to name BBDO 
stems from that agency’s own past 
business history, it was said. It got 


Satin Set last May and “in six 
months made it the largest hair set) 
in the U.S.” It got Touch & Glo, in| 
another switch from Norman, Craig | 
& Kummel, and improved its sales 
to somewhere between 70% and 
80% above last year. 


® In addition, BBDO already is 
familiar with Revlon’s “The $64,- 
|000 Question” and “Appointment 
with Adventure” operations, via 
the commercials route, it was said. 
The agency has had spots for its 
Revlon products on both shows in 
the past. 


‘Philly News’ Closes Offices 
The Philadelphia News has 
closed its advertising offices in 
|New York and Chicago. William A. 
Maher and J. J. Twomey, who 


headed the offices, and members 
of their staffs have assumed posts 


ly named to represent the News. 


'with Reynolds-Fitzgerald, recent-| 


Advertising Age, January 16, 1956 
‘IM’ Says Industrial 
Ad Budgets Will Top 
$1 Billion in ‘56 


Cuicaco, Jan. 11—Industrial ad- 
vertising budgets will top $1 billion 
for the first time in 1956, Industrial 
Marketing predicts in its current 
issue. 

The magazine said that indus- 
trial sales will climb during the 
year, and advertising expenditures 
are going to keep pace with them. 

The predictions are based on 
surveys of sales and advertising 
managers of companies that sell to 
industry, of industrial advertising 
agency heads and of advertising 
sales managers of trade and indus- 
trial publications. 


® A majority of the four groups 
said both industrial sales and in- 
dustrial advertising budgets should 
be higher in 1956 than they were 
last year. 

About 250 industrial advertising 
managers and sales managers were 
surveyed. Of these, 84% said their 
companies expect higher sales in 
1956. The average sales increase 
expected was 19%. 

The surveys showed that the 
average 1956 industrial advertising 
budget will be about 10% higher 
than in 1955. This will mean that 
industrial advertising spending 
should top $1 billion for the first 
time this year, since such expendi- 
tures last year amounted to an es- 
timated $951,200,000. 


Max Banzhaf 


Armstrong's Banzhaf 
Named Industrial 
Adman of ‘55 by ‘IM’ 


LANCASTER, Pa., Jan. 12—Max 
Banzhaf, ad and promotion direc- 
tor of Armstrong Cork Co., has 
been named “Industrial Advertis- 
ing Man of 1955” by Industrial 
Marketing. 

Industrial Marketing cited Mr. 
Banzhaf for developing an adver- 
tising campaign to business man- 
agement which did “a fine job of 
interesting the reader, explaining 
the subject and creating confidence 
in the company.” 


= The campaign promoted Arm- 
strong’s adhesives, cork composi- 
tions, felt papers and friction 
materials. 

Mr. Banzhaf has been with 
Armstrong since 1938 and has been 
advertising and promotion director 
since 1952. 

He sums up Armstrong’s adver- 
tising philosophy by saying: “We 
try to put helpful information into 
our advertising so that when the 
reader finishes a page he feels that 
he received a fair return for the 
reading time he gave us.” 


Don Lee Buys ‘Tune-Test’ 

The Don Lee Network has pur- 
chased “Tune-Test,” radio quiz 
package, from Radio Features Inc., 
Chicago. The 11 to 11:25 a.m., 
five-times-a-week show originates 
in Hollywood and is a phone quiz. 
“Tune-Test” is currently sold by 
Radio Features in 25 major mar- § 
kets, in addition to the Don Lee * 
Network, and 17 secondary mar- 
kets. 


Aa eS 5 . Lo) tie ais ¢ alias ere are ak Mla pbc ee np. ala kn a 2 ees pene © = Soe Soe i pet Gee: = tee ko a 
& We ae: ye es oi eee ba . <i. a es, —_— eer a ee ee ee . . 
4 Pee iis he Carell Mae Go ieee of | ARES eens a aeee lh é ek, i d/o 0 AE a ee Re ee 
Isha | | 
Late ‘ = 
Leas — - . 
Nig + : 
es >. 
me j 58 : 
Wigs, = ; 
ee 
a : 
Be “ 
oat ~~ 
Ras. . 
4 > ? , 
Bees ; = 
<i a? ' - 
Tie ,- a 
or Rie. eo $s a 
us, | Zar } i | 
th NS 
oo ee hi Eon oe 
i? o aan . , an 
be ik 3 ; eee =f: 
act  * mee! 
Lg rs — : 
oh: a anaes 
aes, b 
ale © 
# 
ny 
iG &. 
» a 
bat hes. ee 
ey | 
not] LS a 7 = NLnn nnn c ce 
=a 
pee? |! 
By 
2h || \ 
Mee) 
‘ an 
; he 
es 
Pita, | ‘ 
iy ae 
+e 
et 
ae 7 
chs 
aha 
esl 
ee |, 
an 
ele 
BT ay 
e2) 
VF Pe 
a i 
re ry 
7) vw“ 
Pee | 
Te a 
sy. 
fe 
2% 
ie 
(eh , i 
et i ROS ye ee 
me aa oe Nig 3 ie. y 
Bae aaa : " 
od 5 en ae bn 9 
| ie — . : 
isi ——— " 
‘i a & 7? va Be 
oa ae «<— bg | 
e, a ~*~ i H 
ait * pay ®, ‘2 $ 
Ad .. a an ; 5. ae ' 
ye) a Ms 4 cEaA . 
oe | af ‘ i ry by’ ed 5 ae ' ae aes 
7 oe oo: rs 
ro De aaa ae. 
tr 
is a 
ae 
is PC 
Pate | 
4 i — 
Cu oe 
pny 
x 
st j 
ae. ' 
rm ‘ 
ap 
oni | 
oye 
oe 
Daye 
rea) iW 
ae: 
aes 
i / 
ae | | 
rn i H 
a 
inte 
* 4 
uf } 
i. | 
re. | 
os) 
a he 
Neg . iii 
rk: « | | 
oS | 
ae 
a } : 
oe f 
ae 1 
— j 
ia 
mgt i 
4 . 
Sa i 
i | 
_ ’ 
a 
he 
a 
ee 
u } 
a hs : 
‘ ' 
' —t : 
! Pe ' 
a ‘] 
| BP ee 
* Po 
J { 
,. | 
ol ee a AE 17) i eeoee Set RS s : vs ee : a ' 
| ee pens eh on Nee Te Bae eae hy eam ee, Oe MS) 1 ailea a ee 0 ee te, set iia ie ae MME 2S SRS Se ae em ieee 
arama. eigie. ciety) 1)". y Bs ee Ge a es ee Se ee 
ceive Met (eietepmige es le fo Hae na Re PO ight ag Cy a 5 Be tea = BO ea aa ee oe ae : eee SS ° a . 


Advertising Age, January 16, 1956 


Department Store Sales... 


WASHINGTON, Jan. 12—Depart- 
ment stores got off to a slow start 
in 1956 after a sprightly Christ- 
mas. The difference is attributable 
to the fact that this year there was 
one less shopping day in the week 
than last year. Sales for the week 
ending Jan. 7 ran 11% behind sales 
in the first week of 1955, accord- 
ing to the Federal Reserve Board. 

For the four weeks ending that 
date, sales were 8% ahead of the 
similar period last year. 

All 12 of the FRB districts re- 
ported department store sales run- 
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Department Store 
Sales Barometer 


Change From 1955 


a Week Ended 
oi Jan. 7, 1956 


Ending Bis 
Jan. 7, 1956 


ning behind the first week of last 
year. These were Boston, 19%; 
New York, 14%; Philadelphia, 
12%; Cleveland, 11%; Richmond, 
8%; Atlanta, 4%; -Chicago, 9%; 
St. Louis, 8%; Minneapolis, 8%; 
Kansas City, 10%; Dallas, 12%, 
and San Francisco, 15%. 

Detailed figures for the districts 
for the week ending Jan. 7 will not 
be available until later. Here are 
the detailed figures for the last 
two weeks of December, 1955. 


% Change from '54 
Week Ending 


Federal Reserve 
District, Area, and City 
UNITED STATES. .........0.0006 
Boston District .................. 
Metropolitan Areas 


Downtown Boston . 
Suburban Boston 


Providence 
New York District ................ 
Metropolitan Areas 
Oey 


BYTACUBO  cccccececceeseees 
Philadelphia District 
Metropolitan Areas 


Trenton. .......... 
Lancaster ...... 
Philadelphia .... 
Reading ............... 
DORR  cccececcecccnscesseroeeesiis 
Wilkes-Barre—Hazleton .. +16 +2 
Cleveland District .................. +23 +R 
Metropolitan Areas 
Lexington +2 
a + 6 
Cincinnati +15 
Cleveland +14 
i} } by +21 
Springfield +4 
TERED cecinnnitnmiiteininnns +18 
Erie +18 
Wheeling-Steubenville ... +18 +7 
City 
Pittsburgh ......cccccccneceneeee $30 +6 
Richmond District ................ r423 +1 
Metropolitan Areas 
Washingt 27 +17 
Downtown Washington .. r+19 +8 
ee r+21 +4 
Atlanta District 0.0.0.0... +17 +9 
Metropolitan Areas 
Birmingham +12 oe 
Jacksonville +20 oe 
Atlanta ........ r+21 oe 
Augusta ........ +17 +6 
New Orleans +20 oe 
Knoxville ....... +19 ee 
OEE .- +19 oe 
City 
DIO cncccccessosscsocccszcenscvssssnsees +9 —2 
Chicago District ........... ascii r+25 +18 
Metropolitan Areas 
siotananeseiaindthitpiastereennis +12 
+21 
+25 
— +22 
St. Louis District ... +2 


Metropolitan Areas 


¥ NOT COVERED BY LOS ANGELES 
AND SAN FRANCISCO NEWSPAPERS 


California’s Billion Dollar Valley lies inland — isolated from dis- 
tant Coast cities by mountains. This independent, self-contained 
region is bigger in area than Michigan, has more population than 
Connecticut. 

Valley families have over $3% billion in buying power (more 
than Maine, Vermont and New Hampshire combined). You’re not 
selling California unless you’re selling the Valley. And to cover it 
in depth, you need the three Bee newspapers, each the strong 
local favorite in its part of the Valley. 


* Sales Management’s 1955 Copyrighted Survey 


McCLATCHY NEWSPAPERS 


NATIONAL REPRESENTATIVES . . . O’MARA & ORMSBEE 
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Sales Aces Rate 
Training as No. 1 


Need in Field 


New York, Jan. 11—What makes 
a $25,000-a-year “creative” sales- 
man? 


Quizzed by the Research Insti-| 


tute of America, 61 winners of the 
National Sales Executives’ Distin- 
guished Service Award have sup- 


plied a composite picture of a sales | 
champ for the January issue of the | 


American Salesman. 

These top sellers answered 14 
key questions with “not so import-| 
ant” 
“just average important” (50 %o) | 
“fairly important” (75%) or “very 
important’ (100%) 


® Here’s how it turned out: 


(which got a rating of 25% | 


|more product information is for| 


salesmen generally? 

How would you rate the import- 
ance of a value story in meeting 
price competition? 

How would you rate better 
closing techniques as an aid to 
improving your sales perform- 
ance? 

Is it important to you as a sales- 
man to understand more about 
what makes people act as they 
do? 
| mation about the psychological 
factors which influence people’s 
buying decisions 

How important to your sales 
success is the way you organ- 
|ize your records and paper 
| FRR ee em 88.7% 
| How important would more 
suggestions on selling techniques, 
such as prospecting, approach, ask- 
jing for the order, etc., be to 


How would you rate more infor-| 


| Borden Borden 
FRENCH 


ORecc NGM FRENCH 


2RESSING 


OO, FRR ee 87.3% | 


| How important is it for you to} 


| map out your plans for each sales 


How important would more|call in advance of the inter- 


training in selling techniques be 


for salesmen generally? ........ 94.8% 


| view? 
| How important are the mer 


How important is it for you to! logical factors in determining the 


plan each day’s sales activities in| 


PET riaecscundititindetniccienhes 92.4% | 


How important do you think 


FASTER... 


complete mailings, multl- 

graphing, mimeograph- 

ing, addressing, fill-in on 

multigraphed letters, 
planographing. 

Marie keeps your Mail- 

ing List up-to-date, frees you 

from detail work. For rush pick-up, 

uick service and fast delivery 
ALL WAbash 2-8655. 


Te Int 


sell to? 

If one attempted close has failed, 
|how important is it to try to 
|close again in the same inter- 
| view? 

How important is it for you to 
get more product information than 
|}you now receive? ............06+ 76.7% 
| How important is it for you to 
| be able to quote price concessions 
‘to meet price competition? ....53.0% 


8 The top 61 salesmen also were 
queried about four other areas of 
interest to salesmen: hig!)-pressure 
_selling; the sources on which they 
|rely to keep abreast of develop- 
iments inside and outside their 
| fields; their reading habits and the 


| 
| 
| 


“On 
“§ 


DECAL WINDOW VALANCE 
by Meyercord Pees 


Features 


DAY EFFECT 


Unique “Day and Night” Visual Effect 


Here is another outstanding example of 
Meyercord design and production ingenuity. 
The basic design idea for the new Stag Beer 
Decal Window Valance program is a New 


Orleans wrought iron effect . 


. . with both 


day and night attention value. In daylight the grill work is 
antique white on a soft green background .. . at night, lighted 
from inside, the grill work appears black against a translucent 
green background. For that important “added ingredient” i 
your decal point of sale program, call upon the art production 
and service facilities of Meyercord. It will pay rich dividends 
in satisfaction and resultfulness. 

Write for your Free copy of the Meyercord “ADvisor”’ 

Decal Manuval—in full colors. Informative and helpful in 

plenning your decal program. No obligation, of course. 


THE MEYERCORD co. 
» Unldiklergett Decaleomania Manufacturers 


DEPT. M-201 ¢ 5323 WEST LAKE STREET ¢ CHICAGO 44, ILLINOIS 


| buying decisions of the people aa! | Fibreboard Products, San Francis- 


NEW DRESS(ING)—This cut-out car- 
ton introduces Borden’s new Thick 
*n Thin French Dressing, makes it 
handy for pricing and enables the 
|housewife to pick up the pair. 


co, designed the carton. 


present and future selling aids they 
regard as most important to in- 
creasing a salesman’s result. 

They unanimously opposed the) 
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National Nielsen Ranking of Radio Shows 
Two Weeks Ending Dec. 10, 1955 


All figures copyright by A. C. Nielsen Co. 
Nielsen-Total Audience’ 


Current 
Rank Program 
EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) 


Our Miss Brooks (Toni, CBS) 

Dragnet (Chesterfield, NBC) 

You Bet Your Life (DeSoto-Plymouth, NBC) 

Edgar Bergen (Lettuce, CBS) 

Two for the Money (P. Lorillard, CBS) 

Gunsmoke (Sunday, Liggett & Myers, CBS) 
Godfrey's Scouts (Lipton, CBS) 

Gene Autry Show (Wm. Wrigley Jr. Co., CBS) 
$64,000 Question (Revlon, CBS) 

News from NBC (Brown & Williamson, Wednesday) 


EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROSRAMS) 


1 News of the World (Miles Labs., NBC) 
2 One Man’s Family (Participating, NBC) 
Lowell Thomas (Delco Batteries, CBS) 
WEEKDAY (AVERAGE FOR ALL PROGRAMS) 
Guiding Light (Procter & Gamble, CBS) 
Arthur Godfrey (Staley, CBS) 
Arthur Godfrey (Corn Products, CBS) 
Young Dr. Malone (Toni, Sleep-Eze, CBS) 
Ma Perkins (Procter & Gamble, CBS) 
This Is Nora Drake (Toni, CBS) 
Arthur Godfrey (Thursday, Dow Chemical, CBS) 
Arthur Godfrey (Friday, Minneapolis Mining & Mfg. Co., CBS) 
Road of Life (Procter & Gamble, CBS) 
10 Arthur Godfrey (Staley, CBS) 
DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) 
1 Woolworth Hour (F. W. Woolworth Co., CBS) 
2 Your Nutrilite Theater (Mytinger & Casselberry, NBC) ... 
3° Robert Trout-News (Chevrolet, CBS) 


CON O USA WH — 


high pressure sell, mostly, they | 
said, because it ignores the cus-| 
tomer’s needs or desires and brings | 
undue force on the customer. 
Most members of the 6l-man 
panel (93%) look to their own) 
companies as chief sources of in- 
formation about conditions affect- 
ing their selling. Other sources: | 
trade and industry publications | 
(78%), general business publica- 
tions (64% ), discussions with com- 
petitive salesmen (44%) and with 
salesmen of other lines (40%). 


s “Five out of ten of the cham- 
pions,” reports American Sales- 


|man, “indicated that not only do 
they continue to read books on 
selling but each said that in the) 
past year he had found one book} 
particularly useful. Survey find-| 
ings show that every one of these | 
men is still actively continuing a| 
personal self-improvement pro- 
gram through the reading of books. 
“The top men are students of their 
| craft,” the article indicates. 

The 61 salesmen “top their mag- 
azine reading with Time, Life, 
Reader’s Digest and The Saturday 
Evening Post—in that order.” The 
next four most-frequently men- 
|tioned magazines are Newsweek, 
| Business Week, U.S. News & World 
Report and Fortune. 

Selling aids the 61 regard as 
‘most important inelude: more 
| training and information (49%), 
| and meetings and discussions with 
j}other salesmen (19%). 


i 


|E. R. Squibb Promotes Three 
| Howard W. Baldock, advertising | 
| manager of E. R. Squibb & Son, di- | 
| vision of Olin Mathieson Chemical | 
Corp., New York, has been appoint- 
ed director of professional promo- 
tion and training. He will continue | 
to supervise all Squibb advertising. 
Assisting him in the training pro- 
gram will be J. Norman Silsby,| 
_formerly associate manager of the | 
product planning department, who | 
has been named professional aes) 
ing associate. Dr. Milton N. Donin, | 
| formerly head of the technical data | 
| department of the Squibb Institute | 
| for Medical Research, New Bruns- 
|wick, N.J., will take over Mr. 
| Silsby’s duties in the product plan- 
ning department. 
|Littlehale to Mumm, Mullay | 
Robert F. Littlehale, formerly 
creative director of Columbus Bank 
Note Co., has been appointed di- 
rector of art services at Mumm, 
|Mullay & Nichols, New York. =| 


HOME 


DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) 

1 Gunemohe (Liggett & Mayers, CBE) .......0cececccsscesscessssscscesesscceiscceses ‘ 

2 Robert Q. Lewis (Milner, CBS) 

3 Allan Jackson-News (1 p.m., Chevrolet, CBS) 

*Number of homes is based on 46,244,000, the estimated July, 1955, total U. S. redio 
Romany 

tHomes reached during all or any part of the program except for homes listening only 
one to five minutes (Formerly designated the “Nielsen Rating”). For five-minute pro- 
grams, homes listening one minute or more are included. 


Hoffman Promotes Hearst, Teague to Guerin, Johnstone 
Publication Joins ABP | Vince J. Teague has joined 

Harry Hearst, advertising man-| Guerin, Johnstone, Jeffries, Los 
ager of Shipping Management and | Angeles, as an account executive. 
Swimming Pool Age, has been pro- | He previously had been associated 
moted to western manager of all with Fluor Corp., Los Angeles, 
eight of the Hoffman Publications,| where he was advertising super- 
New York. He will make his head-| visor for the engineering, con- 
quarters at 549 W. Randolph St.,|struction and manufacturing di- 
Chicago. visions. 

Building Specialties & Home Im-| 
provement Dealer, a Hoffman pub-| Joyce Volk Joins BBDO 
lication, has been elected a Joyce Geary Volk, formerly with 
member of Associated Business| Young & Rubicam, has joined the 
Publications. ABP now has a mem-| public relations department of Bat- 
bership of 159 paid-circulation|ten, Barton, Durstine & Osborn, 
publications. |New York. 


WE 


in this publication 

because so many of the 
advertisers, agencies, 

and publications, 

whose names appear in the 
news and advertising columns 
specify, buy, or use 

fine photoengravings by 


FEEL 
AT 


Letterpress and Gravure 


COLLINS, MILLER & HUTCHINGS, INC. 


333 WEST LAKE STREET, AT WACKER DRIVE - CHICAGO 6 


FINEST PHOTOENGRAVING PLANT 


SRO a ae Eee Soe perme eee lel RR i see dle 
aie, Cavarcees. i!) RS he eee a I re eee 1s 
Pha, i f * ee hy het : ~ . : } 3 cS ey, Fi F: ‘s 3 = a We ee aes is Pity J 
a 4 é 
Ae > - ——— — 
lal 
& 60 a 
ae i b 
Ee ee 
cee i 
oF ‘ 
Be m wWew 2 ee 
Be } 
4 Am d ee le 
aa me SPECI, . 
ade * INTRODUCTORY 
Ag (786) 
tae 
ae - 1 a 
S 4 a ; 2 evapwrepesanessasnantcnsononessss. 
on i - — & 3 pecescscencesceceytecciscseecqscs | SND 
is x 6 REE 
a a | 7 NRC 
na e 8 cijaghensnnetleniices 
es : 9 a oaedd ie thaicuites 
ae 10 ee 
i 4 (832) 
ks s 
ie Wry ee A r veers 
re Preme _.! (1,434) 
es. — ~ 
yo Sd ae 
nee: ———— 
1G Tt 
oe LET RS ETE ee a a 
= ———— 
al © (601) 
Sane , 
ri W Marie does it se cire 
eS © ae 
a h6[yl Sl CO se 1064 
oP a 
i 
Ri 
Se: S 
mon 
Te 
ee | 
a 
ne 
Bis $$ —— — — 
as " 4] 
tbe > ee Ns a as 
ia | | 
me - =, . 
ik ey. 3 i ™ 
is cei! . 
ah | fee Co I 
eae Tin, - a 
e CW Bae me a | 
. as 7 f Yaar | age hia ed ul i eo mn i * fia 7 § 
1 a Bet me “ es eg | 
| Sta SS an ae 
q . poor : ‘ 
’ di alll ! 
: = = td] | 
m = éBeeer taal a a 
s ¥ a “se | 
5 sf \ "ied: %, ae 
a ———— me se 2 ae 
rk e ) © US ae . ‘ 
5 Ci K - ie | 
Si: O. 40) es 1 : 
Ae oO a ga CC) oe a u 
na ¥ US AGCKD Ses ‘f é i 
: LOCKS a : 
“4 _ } 
j i ! 
a 
et / 
. 
“4 1} 
e | 
Ba” 
2 | 
3 eS 
2 a 5 eet 
s 
Bi 
+ > eae ee 
Gee Bede A OR ae. ee. ° \, a ee ae lll ee 


| 


EDUCATIONAL—This first ad in 

Parke, Davis’ new public service 

ad series will appear in Life, The 

Saturday Evening Post and To- 
day’s Health. 


Parke, Davis Ad 
Theme Is Based on 
Survey of Doctors 


Detroit, Jan. 10—Parke, Davis & 
Co. is basing its 1956 public serv- 
ice advertising on the “wishes” of 
2,500 physicians in the U.S. and 
Canada. 

Last July and August, Parke 
Davis sales representatives sur- 
veyed the physicians to find ou‘ 
what they wanted. 

Ninety-three per cent of those 
polled said they favored education- 
al advertising and suggested that 
copy should be based on the cost 
of medical care, self-medication 
and related subjects. 

The first ad in the new series 
will appear in the Jan. 30 Life, 
Feb. 18 issue of The Saturday Eve- 
ning Post and the February To- 
day’s Health. It shows a head shot 
of two women. One exclaims, “You 
mean you had to pay $25 for those 
new medicines?” The second re- 
plies “Yes . . but they saved 
$900 and my husband’s life.” 


® The copy goes on to explain 
how the new “miracle” drugs to- 
day save lives from diseases like 
pneumonia, which years ago took 
a great toll among humans. 

Ralph G. Sickels, director of ad- 
vertising and public relations for 
Parke, Davis, explains the new 
theme of the ad series as follows: 
“For 28 years, our company’s na- 
tional advertising has emphasized 
the importance of prompt and 
proper medical care. Now as a re- 
sult of the survey we're logically 
extending the campaign to drive 
home the fundamental truth that 
prompt and proper medical care 
‘can represent one of the really 
big bargains of your life in terms 
of health, happiness and peace of 
mind.’ ” 

A precursor of the new cam- 
paign appeared last month when 
Parke, Davis used a page each in 
Life, The Saturday Evening Post 
and Time to advise patients against 
being bashful in frankly discussing 
medical costs with their doctors 
(AA, Dec. 19, °55). 

Young & Rubicam handles ad- 
vertising for the pharmaceuticals 
house. 


Ken Purdy Joins Zitt-Davis 


Ken W. Purdy, formerly editor 
of Argosy, True and Parade, has 
joined the Ziff-Davis Publishing 
Co. as editorial chairman of its) 
newly acquired motor group. Ziff-| 
Davis recently bought Sports Car 
Illustrated and Home Auto Me- 


chanic (AA, Dec. 26). 


| director of WILD. Thomas W. Thu- 


Ronalds Appoints Long 

Ronalds Advertising Agency, 
Montreal and Toronto, has ap-| 
pointed Cecilia E. Long director of 
women’s promotion. Miss Long has 
been an account executive with the 
agency 15 years. 


| ager for WSAI will be Harold O.\the coming year. He succeeds 
. ;,.| Parry, for the past year a member George Oliva, who has retired as 
Gordon Broadcasting Co., Cin- ° te - ¢ 
cinnati ge ~ pemeene WILD lof the station’s sales staff. Arthur director of marketing of National 
Birmingham, and WSAI, Cincin- Plaut, director of promotion for} Biscuit Co. (AA, Dec. 26), and 
nati, has promoted five members WSAI, has been promoted to ad- whose term as treasurer and as an 
of its management staff. Charles | Ministrative assistant to the pres-| ANA director expired this fall. 


A. Black, v.p., becomes managing | /4ent, a new post. 

| Wright, Campbell Adds One 

man, formerly national sales man- | ANA Elects Wins low Officer Wright, Campbell & Suitt, Chi- 
ager, has been appointed v.p. and| Ralph Winslow, v.p. and man- cago, has been appointed by Cam- 
director of sales of WILD. Lu Bas- ager of marketing »f Koppers Co.,/ pana Sales Co., Batavia, Ill., to 
sett succeeds Mr. Thuman in his | has been elected t-easurer of the handle a spot radio campaign for d 
former position. Local sales man-| Assn. of National Advertisers for its Sheer Magic liquid makeup. 


Gordon Promotes Five 


WESTERN. TRUCKING. 
NEWS SERVICE. 


covers Coast for-hire motor 
transportation since 1937 and offers 

LIVEST NEWS IN THE INDUSTRY 
LOWEST AD PRICES IN THE FIELD 


Sample copy free on request. Published by: * 


S.D. McFadden News Bureau 
7 Front Street, San Francisco 11, Calif. 


“Man Overboard!’’ 


Consolidated Enamels can save you money, without 
sacrificing quality. These savings are offered only by 
your Consolidated Paper Merchant. Call him now 
for complete facts and free trial sheets to make your 
own test run, or write us direct. 


onsolkidated 
ENAMEL PRINTING PAPERS 
production gloss * modern gloss « fiash gloss 


productolith * consolith gloss * consolith opaque 
Consolidated Water Power & Paper Co. © Sales Offices: 135 S. La Salle St., Chicago 3, Hi1. 


@ High costs got you walking the plank? If one of 
those items is printing, here’s a lifesaver! Paper costs 
represent over 25 per cent of the average printing 
job. And Consolidated Enamel Printing Papers cost 
less than other enamel papers of equal quality! 


A modern papermaking method pioneered by Con- 
solidated simply eliminates several costly manufac- 
turing steps. As a result you get the finest quality 
enamel papers at lower cost. 


Cueck Into 1T Topay! Whether it’s a sales folder, 
school annual or any other quality printed material, 
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PHOTO REVIEW 
OF THE WEEK 


Rooney Heath Murphy Corkery Geare Plumley 


; , 150 YEARS OF SERVICE—Six 25-year employes receive, tive; Elizabeth A. Heath, treasurer; Frank C. Mur- 
ef al # ay appropriately enough, clocks to mark their anniver- phy, v.p. and media director; Nellie F. Corkery, di- 

> —)\ tm saries at Geare-Marston, Philadelphia and New _ rector of the order department; Norman W. Geare, 
York. James E. Briggs, agency v.p., presents the agency founder and president, and Jesse A. Plum- 
gifts to John E. Rooney Sr., senior account execu-_ ley, director of mechanical production. 


Hunt...for the best 


DE rIGEUR—This high-key color spread, scheduled for Harper's Ba- 
zaar and Vogue in February, marks the debut of catsup advertising 
in the fashion publications (AA, Jan. 9). Young & Rubicam, Holly- 
wood, placed the ad for Hunt Foods, Fullerton, Cal. 


DIAPERED DOLL—A 
Zonolite poster 
girl appeared in 
the flesh(and in 
diapers symbol- 
izing the New 
Year and new 
opportunities for 
Zonolite Co. 
salesmen) at a 
sales meeting of 
the Chicago ver- 
miculite produc- 
er. In the back- 


125TH BIRTHDAY—R. Barclay Scull, president of William S. Scull Co., 
Camden, N.J., holds distinguished service awards presented on the 
occasion of his company’s 125th anniversary celebration by Pan 
American Coffee Bureau and the Tea Association of the U.S.A. With 
Mr. Scull are James G. Lamb, board chairman of Arndt, Preston, DUAL-PURPOSE—This five-color Sock 
Chapin, Lamb & Keen, Philadelphia, Scull’s agency, and Ken Keen, _ pak serves both as the package in 


ground is Philip agency account supervisor. which yarn is sold and as a knit- 
Strand, manager ting box. It was created for Spin- 
of the company. nerin Yarn Co., New York, by the 


Lord Baltimore Press, Baltimore. 


MATTRESS PERFORMER—Sandra Smith, a University of Minnesota § 
4 drama student, earns a living going to bed—on a five-minute 
' : CUBAN COCKTAILS—On a recent vacation to Havana, national division, J. Walter Thompson, New York; WTCN-TV show, “Angel Goes to Sleep,” sponsored by Twin City 
" Fred Barrett, v.p. and media director of BBDO, was_ Larry de la Vega, sales promotion manager of El Bedding Inc., maker of Restonic mattresses. The show is scheduled 
ae feted by Bernard Jennings, head of BBDO’s Cuban Mundo and Canal 2 TV, Havana; Georgina Bach- immediately following the evening feature movie. Produced by B. 
| associate agency, Publicidad Jennings. Among the mann de Rocha, Cinegrafico Magazine, and Robert W. Fischbein Agency, the package is available to mattress makers 
guests were Mrs. Barrett; Anita Bachmann, inter- Dunwody, McCann-Erickson, Chicago. in other areas. 


o Mrs. Barrett Jennings Barrett Bachmann de la Vega de Rocha Dunwody 
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Here is a precise, detailed, revealing picture of the 
Milwaukee-Wisconsin Market as it is today. This 100- 
page book is designed as a handy reference guide for 
the convenient use of advertisers. It covers marketing 
areas, population, homes, growth, employment, in- 
come, retail trade and newspaper circulation. In- 
cluded is a close-up of 34 areas which make up the 
metropolitan Greater Milwaukee area, with data and 
maps for each area. 


THE MILWAUKEE JOURNAL 


National Representatives — O’Mara & Ormsbee, Inc. 
New York Chicago Detroit 


Factual material is given in considerable detail for 
those who like to measure comparable market poten- 
tials. Data is pertinent to marketing problems and 
arranged by basic subjects for ease in finding material 
you need for the individual problem at hand. 
Write now for your copy of this valuable aid to sales 
planning in the Milwaukee-Wisconsin market. On 
company letterhead, please, to the National Adver- 
tising Department of this newspaper. 


Los Angeles San Francisco 
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guests were Mrs. Barrett; Anita Bachmann, inter- 


Dunwody, McCann-£rickson, Cnicago. 


Readers Agree on Heinz’ 
‘Consumer Want’ Problem 

To the Editor: I hope that your 
article (Dec. 19) on Heinz’ flop 
with a new wide-mouth catsup jar | 
will not prove to be ammunition | 
for those in other companies who 
might want to drag their feet and| 
resent change. 

Your article might leave the im- 
pression that companies should 
not do what consumers say they 
want (in this case, a wide mouthed 
catsup jar), which wouid be a 
backward move in thinking. This 
case is an excellent example, be- 
cause I am sure everyone would 
like to have a better catsup 
bottle than those now offered. The 


twist, I believe, is that, while con- | 


sumers said they wanted a wide 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


mouth jar, what they really were 
saying is that they wanted a pack- 
age that would enable them to get 
the catsup out easier. 
Heinz apparently just took the 
“wide mouth jar” phrase and pro- 
duced one with the tragic results 
|of an ugly thing to look at, darken- 


‘ing the catsup, and hard to fill. 


Let’s hope that Heinz and other 


manufacturers will give the con-| 


sumer what he wants and not what 
he says he wants. I am sure a 
plastic squeeze package would sell 


|like hot cakes! 


H. M. KEere, 
Highland Park, II. 


° 

To the Editor: I have been fol- 
lowing, with 
ketchup bottle experiment. 


There’s An 


Easier Way 


To Get Attention... 


THE BEST WAY... 


interest, the Heinz’ 


Sell to men? Marry your customer in subtle 
way! Reach 1,200,000 reader-buyers, 98% 
male. Concentrate in THE SPORTING NEWS. 
Men buy it, like it, read it from the front 
page to the last. And have confidence in it. 
It’s almost as old as baseball itself and just 
as lively! 


Couldn’t it be that Heinz did 
not give the public what they 
really wanted? The same old tall 
Heinz bottle with a wider neck, 
and not a jar like that used for 
mustard? People still want to pour 
their ketchup, not spoon it, for 
the same reason they like to 
spread their mustard, not pour it. 
Habit, you know. Ketchup and 
mustard are approximately the 
|Same consistency are they not? 

Assuming that people don’t know 
| what they want, isn’t it entirely 
| possible that when they asked for 
a wide-mouth jar they really 
meant a wider-mouth ketchup 
bottle? 

Why not try it again, Mr. “57”? 

Epwarp BOoZORTH, 

St. Georges & Keyes Inc., New 

York. 


* * e 
‘Looks’ Award Judges 
No ‘Random List’ 
| To the Editor: In your Dec. 12 
| issue, your Eye and Ear Man made 
some statements which I feel 
should not pass uncorrected. In his 
feature titled “Awards: Open Sea- 
son,” he discussed various televi- 
sion awards and said: 

“An award, no matter how well 
|intended, cannot have validity un- 
less the rules are determined by 
qualified people and the jury is 
composed of authorities or experts. 
“Then come the Look awards. 
Here again a random list of semi- 
qualified judges will mysteriously 
vote on a list of shows which some 
equally esoteric group will compile 
and categorize...” 

I would be the last one to quarrel 
with the right of ADVERTISING AGE 
to criticize adversely the activities 
lof any magazine, any medium, 
advertiser or agency. But I think 
you will agree that ADVERTISING 
|Ace also has an obligation to be 
correct in its facts. For that rea- 
son, I’d like to set the record 
straight. 

Look’s list of judges is not ran- 
dom; it is made up of all of the 
more than 1,400 tv editors and crit- 
ics who work on daily newspapers 
in the U. S. (Their positions 
should enable you to judge wheth- 
'er it is fair or accurate to refer to 
‘them as semi-qualified.) 

They do not vote mysteriously, 


and the list of shows is not com- 


ore VereLwr wt ewewe 
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Look carrying the announcement|/some of these turkeys but they 


of the winners. This year, 
winners were announced in the 
Dec. 27 issue (on sale Dec. 13), 
and the voting procedure was ex- 
| plained as follows: 

| “The custom of double ballots 
| has been retained. On the first, 
jeach voter is asked to indicate 
three favorites in each of the 14 
categories. When the nominations 
have been obtained, a second bal- 
lot containing the names of pre- 
liminary winners, listed in alpha- 
betical order, is sent to each mem- 
ber of the jury. Results of both 
ballots are tabulated by the ac- 
counting firm of Ernst & Ernst.” 

As you can see, nobody at Look 
has the slightest thing to say either 
about the shows and stars which 
will be voted upon, or the shows 
and stars which receive the 
awards. 

If you or any of your readers 
know of a more responsible way 
and/or a more democratic way to 
pick the best tv shows and stars, 
we would welcome your sugges- 
tions. 

Your Eye and Ear Man sug- 
gested as a “sensible” solution a 
method whereby “leaders in tele- 
vision representing talent, net- 
work, producers, agencies and al- 
lied crafts” make the selections. 

Until this year, Look included 
such people in its awards jury— 
along with the tv editors and 
critics of daily newspapers—but 
we decided to exclude them from 
voting because we felt that anyone 
directly involved in preparing 
shows might be accused of being 
partial toward those shows. 

Comments from you or your 
readers as to whether we were 
wrong in this feeling would also 
be welcome. 

DANIEL D. Micu, 

Editorial Director, Look, New 

York. 


Those Armour Turkeys Sold 
Faster than Estimated 

To the Editor: Just to set the 
record straight, the Armour Star 
stuffed turkey advertising com- 
plained about by Mary Anderson 
in ADVERTISING AcE for Dec. 19, 
cannot 
“worse than useless advertising.” 
The plain fact is that it was an ad- 
vertising man’s dream. We sold 
all of the product we had on hand 
and had a lot of unfilled orders— 
which we filled as soon as we 
could. 

Our apologies to Miss Anderson 


because she could not find one of 


possibly be classed as/| 


the| sold faster than we estimated and 


some stores didn’t have the prod- 
uct at the time the test advertising 
campaign ran. 

You can assure Miss Anderson, 
too, that she doesn’t need to worry 
about the wholesomeness of Ar- 
mour Star stuffed turkeys. They 
are U.S. government inspected and 
carry the inspection seal. 

E. L. HECKLER, 

Manager, Public Relations De- 

partment, Armour & Co., Chi- 

cago. 
e . * 
‘Takes the Cake’ 

To the Editor: Could this be 
subtitled: “You Make Me Sick to 
My Stummick?” 

For my money, this takes the 


TUMS GIVEYOU 
“ON- THE-SPOT "RELIEF ’ FAST! 


ony Gre 
Paap intigetine whan yo she Teme tagty 


~THEN TUMS GIVE YOU - 
Scientific-Prolonged Relie! 
for Acid Indigestion! 


exid, tab ctoad guasd te leap Go arid pale Gam testes es ° 
agetn Tame never over alkalies 40 oe: mune aud rebound No 
afittoms hewe and afl wer ihe wort always carry Tame’ 


aE SS =. 
cake for inanity and poor taste... 
J. E. WEBER, 
Washington, D. C. 


- » . 
Sets Woolf Straight 
on ‘The Bathtub Hoax’ 

To the Editor: As an illuminat- 
ing engineer who associates with 
advertising people on occasion, I 
read AA with interest and Mr. 
Woolf’s column with pleasure. The 
one of Dec. 19 seems sensible in its 
thesis, but I was shocked to see 


| piled and categorized _by “some | 
equally esoteric group.” No list of | these work-saving turkeys to pop 
shows is submitted to the judges. | into her oven, all stuffed and ready 
Rather, each judge is asked to list| to cook. We'll try and not let it 
three favorites in each of 14 cate-| happen again. 
gories. As for the method of vot- | Actually, all of the major chain 
ing, each year the procedure is|store organizations and many in- 
| carefully spelled out in the issue of dependents in Chicago purchased 


him falling for the “Mencken 
Bathtub Hoax.” It’s true that he 
used the word “legend,” but that 
won’t do. Either you believe it 
could be true or you know that 
Mencken invented the whole thing. 

What makes it a classic among 


For complete ialenmpetion writes at 


CHARLES C> SPINK & SON, Publishers 
fray 2018 Washington Ave., St. Louis 3, Mo, 
| — CHIGAGO — DETROIT — LOS ANGELES 
PHILADELPHIA. —- NEW YORK — CLEVELAND 


MEREDITH 22deo aad Tedeisoon STATIONS 


affiliated with Better Homes and Gardens ane Successful Farming magazines 


PHOENIX 
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JOHN BLAIR & CO. 


BLAIR TV, INC. 
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American hoaxes is that even after | anything else, astute art directing.| long time have been “voices cry- 


its own author had exposed it, 
people continued to believe the 
fabrication. 

To find the original and the ex- 
pose in Mencken’s collected works, 
one must look in two different 
places. Therefore it is easier to read 
about it in Steffanson’s “Adven- 
tures in Error’—incidentally— 
pretty good reading for any ad- 
vertising man. 

WILLARD ALLPHIN, 
Illumination Research, Sylva- 
nia Electric Products Inc., 
Salem, Mass. 


Burnett ‘Hit the Nail’ 
To the Editor: Many things have 
been said about motivational re- 
search and the basic practice of 
depth interviewing, but here is a 
little poem written 35 years ago by 

A. E. Housman: 
When first my way to fair I took 

Few pence in purse had I, 


And long I used to stand and look 
At things I could not buy. 


Now times are altered: if I care 
To buy a thing, I can; 
The pence are here and here's the fair, 
But where's the lost young man? 


Housman had never heard of 
motivational research, depth inter- 
viewing, or projective techniques, 
but he knew people and he knew 
what made them tick. Maybe a 
good interviewer could have help- 
ed our young man, but I believe 
Mr. Leo Burnett hit the nail on 
the head when he said in your 
magazine: “I have learned that the 
public does not know what it 
wants and that there is no sure 
way of finding out until the idea is 
exposed under normal conditions of 
sale.” 

Being a lowly college senior I 
am obligated to take a course in 
marketing research in the hope 
that some day I'll be able to fill a 
position with an advertising agen- 
cy. Thus articles like Mr. Burnett’s 
and Mr. Woolf’s give some hope to 
those of us who will be starting in 
the business in a few years, and 
who find little use for motivational 
research and depth interviewing. 

JOHN E. PETERs, 

Miami University, Oxford, O. 

- 7 . 


Calls Schweppes Series 
‘Both Clean and Comical’ 

To the Editor: As one who con- 
siders the current Schweppes lim- 
erick series delightfully droll, I 
simply can’t understand how any- 
one can find these amusing verses 
“coarse and stupid,” as Lou Kash- 
ins calls them in your Jan. 2 issue. 

Harry S. Grannatt, columnist for 
The Oregon Journal, once wrote: 


A limerick packs laughs anatomical 
Into space that is quite economical; 
But the good ones I've seen 

So seldom are clean— 

And the clean ones so seldom are comical! 

It seems to me that the 
Schweppes limericks are both 
clean and comical, and a credit to 
the agency which prepared them— 
Ogilvy, Benson & Mather. 

As for Mr. Kashins’ idea that 
Schweppes will lose business be- 
cause of these jolly jingles, I 
think his notion is even funnier 
than the limericks. 

ALLEN GLASSER, 

Assistant Editor, Cantor Pub- 

lications, New York. 


* . ae 
Reader Thinks Woolf 
Only Partly Confused 

To the Editor: So many times the 
copywriter takes the rap, unjusti- 
fiably, for an ad which is not well 
conceived. Certainly, an idea will 
most often emanate from him; but 
what happens to it on its way to 
print? 

For example, Jim Woolf’s article, 
“Ads I’m Glad I Didn’t Write—Or 
Am I Confused?” (AA, Dec. 26) is 
only 4/7ths confusing. 

Curiously, his comments on two 
of the seven ads have nothing to do 


Conceivably, there was no copy- 
writer involved in the Trigere ad. 


And in the Detecto ad a copywriter | 
| could have played little or no part, | 
| this 


and poor art directing is more like- 
ly responsible here, too. 

The Detecto ad reminds one 
strongly of the Jell-O ad showing 
a fat man standing on a scale 
(“Now’s the Time for Jell-O” 
series). If, in Woolf’s mind, the De- 
tecto ad is a mockery of the serious 
problem of overweight, I’d say the 
Jell-O ad, controversy notwith- 


and simple. 
H. W. PHILLIPs, 
Chicago. 
o 7 . 

‘Voices’ Ask Help 
To the Editor: We here at the 
agency have read with a great deal 
of interest the editorial, “Clean Up 
the Gyps and Phonies,” as well as 
the reprint from the Chicago BBB, 
“Help! Help!”, which appear in the 
Jan. 2 issue of ADVERTISING AGE. 
We here at this agency for a 


standing, is an abomination pure} 


ing in the wilderness” regarding 
this precise situation and would 
appreciate very much your grant- 
ing us authorization to reproduce 
particular page containing 
these articles (Page 12) for dis- 
tribution to the various automobile 
dealers in the Dallas area. 
A. W. Zacua Jr., 

Powell Advertising Agency, 

Dallas, Tex. 

. e + 
Loves Wearing Ties 

To the Editor: As someone (an 
adman, no doubt) once said, there 
are only three kinds of people: 
people who object to wearing ties, 
people who endure wearing ties, 
and people who love to wear ties 
so much that they wouldn’t be 
posed scanning the wide blue 
yonder from a “duck blind” with- 
out one! 

If the folk of Wausau are as re- 
laxed as the copywriter of the en- 
closed ad wouid have us believe, I 
should think they might have 
coached Mr. O’Meara on what the 


shooting brotherhood wears when 
in action (AA, Jan. 9). 

Guess that’s just part of the na- 
ture of advertising people, though. 
Probably it’s what makes them 
such peculiar people to do business 
with! 

STERLING J. HEGG, 

Display Advertising, Wenatch- 

ee Daily World, Wenatchee, 

Wash. 


- * . 
Too Functional? 
To the Editor: 


It sure looks like 
Oglivy, Benson and Mather 
Will be soon worked up in a lather 
By their own phenominal 
Rumblings abdominal 
Over those Schweppes ads—the cads! 
They're too functional. 


And we personally prefer that this geezer 
Commander Whitehead, that charm boy, 
that pleaser 
Would have all of his fun 
But refrain from the pun 
Both at tea and after— 

You see, sir? 

W. Rost. MITcHELL, 
President, W. Robert Mitchell 
Inc., New York. 


65 
Sales Club Slates Contest 


The Sales Executives Club of 
New York has opened its 1955-56 
thesis award contest for graduate 
students in the fields of marketing 
and sales management. A first 
| prize of $200 and a second prize of 
/$100 will be awarded to two ad- 
vanced or graduate students regis- 
tered in a New York City college 
or university who submit, through 
their deans, thesis judged best and 
second best in this academic year. 
The contest closes May 20. 


| Pacitic National Adds One 

| Pacific National Advertising 
Agency, San Francisco, has_ been 

|appointed to handle advertising 

|and promotional activities for the 
Oil Heat Institute of Nevada, a 
new chapter of the National Oil 
Heat Foundation. Consumer media 
will be used throughout northern 

| Nevada during 1956. The campaign 
will be coordinated with OHI 
campaigns now in their fifth year 
in Washington and Oregon and a 

| drive recently started in Utah. 


with copywriting. Smirnoff and 
NBC Television lack, more than 


The national association of publishers of 173 technical, 
professional, scientific, industrial, merchandising and 
marketing magazines, having a combined circulation 
of 4,098,937 . . . audited by either the Audit Bureau of 
Circulations or Business Publications Audit of Circula- 
tion, Inc. . . . serving and promoting the Business Press 
of America . . . bringing thousands of pages of special- 
ized know-how and advertising to the men who make 


Eastman’s confidential Editorial Research Reports to publishers prove that readers find advertising in Business Pub- 
lications as interesting as editorial material, The full Eastman release on this subject is available to you on request. 


“70% of Advertisement Reading in Business 
Publications is intentional—not accidental” 


says ROY EASTMAN of the Eastman Research Organization 


“Why shouldn’t it be,” Mr. Eastman continues, 
“since Business Publications advertise the very 
things by which readers make their livings?” 


“A year and a half ago, we injected into all of our 
confidential readership surveys a penetrating in- 
quiry as to how the advertising was read. 


“The overall results of a year’s inquiry on this sub- 
ject (32 surveys for 18 publications) show that the 
average exposure to advertising is 70% intentional, 


only 30% accidental. 


“Moreover, 94% of the readers of these publica- 
tions, on the average, reported that they gave con- 
scious attention to the advertising.” 


Advertisements in Business Publications reach an 


audience that’s interested in your message . . . 


an 


audience that wants to read what you have to say. 


decisions in the businesses, industries, sciences and 
professions...pin-pointing the market of your choice. 


Write for a list of the NPB publications and the 
“Here’s How” booklet, “How Well Will We Have to 
Sell Tomorrow?”, written by Ralston B. Reid, Advertis- 
ing & Sales Promotion Manager of the Apparatus Sales 
Division, General Electric Company. 


NATIONAL BUSINESS PUBLICATIONS, INC. ais x street, w. w., washington 5, D.C. » Sterling 3-7595 
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This Week in Washington... 


Excise Cuts to Follow Gas Tax Relief? 


By Stanley E. Cohen 
Washington Editor 
WASHINGTON, Jan. 12——-President 
Eisenhower’s farm message this 
week gives aid and comfort to 
“sick” industries which think tax 

relief might ease their pain. 
With farmers caught between 


sion, when the budget outlook is 
clearer. 


Tv manufacturers, for example, | 


say elimination of excises would 


bring prices of color and u.h.f. sets | 


down to more attractive levels, 
and makers of household laundry 
equipment feel these taxes make it 


rising costs and falling prices, the | more difficult for many housewives 
President wants Congress to mod-| to afford useful modern appliances. 
ify the federal gasoline tax to ex- | Even the electric floor polisher and 
empt gas used for farm equipment. | waxer industry has a case to pre- 
By this move, farm costs will be | sent. 
cut $60,000,000, and farmers will be | Congress also has been informed 
that much better off. that the beer industry, which of- 
This line of reasoning is wel-| fered only token resistance to ex- 
come to business groups which also | cises in the past, has a new twist 
are interested in excise tax cuts.|this year. With the number of 
As it stands now excises due to ex- | breweries down from 750 in 1934 
pire April 1 probably will be ex- | to about 340 now, several congress- 
tended automatically by Congress |men are sponsoring a bill to aid 
without formal hearings. But busi- |small breweries and “discourage 
ness groups hope some adjustments continued concentration in the 
can be arranged later in the ses- | brewing industry.” The remedy: A 


DISPLAY DIVISION 


Gibraltar 


CORRUGATED PAPER COMPANY, INC. 


| $1 per barrel tax concession on the 
| first 100,000 bbls. sold by any firm. 
. e e 

Too Much Credit? Federal Re- 
serve Board warns bankers that 
some of those 36- and 42-month 
| auto loans actually may exceed the 
| depreciated value of the car. 

While lenders generally demand 
down payments equal to 25%-33% 
|of the sale price, over-allowance 
on trade-ins and other practices 
have reduced the real down pay- 
ment in many instances, despite 
the dealer’s effort to correct the 
situation by price “packing.” 

For a new auto purchased on 
terms of 25% down, with 36 months 
to pay (an increasingly frequent 
practice in 1955), owner equity at) 
the end of the year may be as little 
as 10% of depreciated value. And 
under liberal terms the loan ac- 
tually may be bigger than the de- 
preciated value, Federal Reserve 
says. 

Fortunately for the lenders, Fed- 
eral Reserve finds that so far 
borrowers have been remarkably 
faithful in meeting their payments. 

e e « 

Postal Justice: Post Office De- 
partment’s chief solicitor, Abe) 
Goff, has just signed a new order | 
establishing formal hearing pro- 
cedures for publishers who are de- 
nied or threatened with the loss of 
second class postal privileges. 

In recent years there have been | 
complaints that the brand of justice 
administered by the department 
was considerably out of line with 
the prevailing standard of fairness 
at other agencies, where formal 
hearings are required by law. 

Besides this greatly improved 
procedure in handling second-class 
lentry cases, Mr. Goff also is at 
work on new procedures for “non- 
mailability” cases. Recent adverse 
court decisions have made it vir- 
tually impossible to enforce maila- 
bility laws, and Mr. Goff is hope- 
ful that a new hearing procedure 
|will result in more sympathetic 
support from the courts. 

* & + 

New Car Itemization: Rep. Abra- 
ham Multer (D., N. Y.) wants to 
eliminate any question about that | 
nice round figure for “transporta- 
tion and servicing” which general- 
ly turns up on the invoice for a 
new automobile. Under his bill 
(H.R. 7935), sellers collecting 
charges for transportation would 
be required to provide purchasers 
with a statement of the exact 
amount subject to federal transpor- 
tation tax. 


* e * 
Flying Dry: Dry forces are 
geared up for a busy congres-| 
sional session. Under a barrage of | 
pressure from dry groups through-_ 
out the country, Rep. Percy Priest 
(D., Tenn.), chairman of House 
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interstate and foreign commerce , age 
committee, has promised a new set ' 
of hearings on the oft-debated bill 
outlawing iiquor advertising. The 
date is still uncertain. 
In addition, drys are getting lots 
of mileage out of their crusade | 
against drinking on commercial 
aircraft. Backed by pilots and oth- 
er flight personnel, they have in- 
duced several congressmen to in-| 
troduce anti-drinking bills. Their 
project gained momentum after | 


dl 


airlines failed to agree on a pro- 
posal by Air Transport Assn. for | 
a code dealing with abuses and | 
possible dangers. 

+ e — | 

Not Enough Lawsuits: Senate. 
small business committee chides | 
the Justice Department for dispos- | 
ing of large numbers of anti-trust | 
cases with consent settlements. 
While they save time for Uncle 
Sam, such settlements prevent 
courts from receiving evidence of 
violation which has been collected 
by government investigators. The 
result, the committee says, is that 
small business men are deprived of 
information which could be used 
in damage suits. 

The small business committee 
also says the Federal Trade Com- 
mission should stay out of price 
fixing cases. FTC’s cease and de- 
sist orders are inadequate punish- 
ment for such outright law viola- 
tions, the committee says, express- 
ing its belief that all price fixing 
cases should go to the Justice De- 
partment, which can get fines or 
even jail sentences. 


WILLIAM BRADLEY has been named 

research director of MacFarland, 

Aveyard & Co., Chicago. Previous- 
ly he was with Tatham-Laird. 


‘Advocate’ Raises Rates 

Farmer’s Advocate & Canadian 
Countryman, Toronto, will raise its 
advertising rates, effective April 1. 
The increase, from $1.40 to $1.50 
a line, is due to increases in the 
price of paper, higher production 
costs and increasing circulation, 
the publication explained. 


Ayer Shifts Graybill to S.F. 

Harry Graybill has joined the 
San Francisco staff of N. W. Ayer 
& Son, transferring from Philadel- 
phia where he was national direc- 
tor of Ayer’s grocery products di- 
vision, supervising plans for all 
Ayer grocery accounts. 


Don’t Miss 


the Boat! 


The oldest and perhaps best known of all manufacturers 
of aluminum boats just happens to be a client of ours... 
and it just happens that we have a plan for contests with 
boats as prizes or awards, delivered to national adver- 
tisers at special prices by local Feather Craft boat dealers 
throughout America. We invite advertisers, their agencies 
or promotional firms to write to us for detailed informa- 
tion. Your promotion need not require many boats, but it 
should afford maximum display or advertising of Feather 
Craft boats to justify the cooperation which our client 
and his dealers would extend. 


ROBERT E. MARTIN & COMPANY 


139 MERRITTS AVENUE, N. E. 


ATLANTA 8, GEORGIA 


FOREMOST 


youhe So smanl 


to use superior 


figure out the truth 
about our service. What we promise 
we deliver at rates you'll like. 

Just call SUperior 7-7070 


You never have to 


a 


SUPERIOR ENGRAVING COMPANY 
f . fae ‘ex ae a 


PHOTOENGRAVING AND OFFSET PLATEMAKING PLANT 
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$400,000 Lamb, Mutton Test Effort {ists so0ewr".y"scti.ce 
= o . 
0 th 5 R | turned to the A i 
pens with 9 Regional Ad Campaigns 2-10, 0% ‘nse wos 


(Continued from Page 3) 


by the law as an ad subsidy. 


= Like the Denver campaign, the 
four other drives will consist of 
(1) a pre-merchandising period, in 
which local distributors, jobbers | 


the program, (2) a 45-day heavy | 


consumption by 50% in Salt Lake 
activities the share of the govern-|City, and his promotions helped 


ment incentive payments set aside|Sheep producers raise mutton 
prices in the Imperial Valley of | Thor Promotes Ochman 


California. Directing the public re-| Gregory J. Oe man, general 
lations and home economics de-| manager of Phillip: Control Corp., 
partment is Ella Nisja. 


® Funds in excess of those used for | of the parent comp ny. He will di- 
and retailers will be brought into promoting sheep meat products| rect sales of Thor a.itomatic wash- 
| will be used to help promote wool. ! ers. 


| The wool promotion will not be) 


LOOK WHAT 
$15.00 WILL 
BUY AT 


4 . 


‘Constantine & Gardner, according 
to Mr. Winder. These funds will be 


A TV FILM SPOT 


with ACTION... 
for almost the same price 
as inanimate slides! 


The REED’S package Zooms Up. Photo 
of girl pops on. “4 Delicious Flovors” 
wipes on, and “4” flashes on and off. 


FILMACK STUDIOS | 


CHICAGO Ld NEW YORK 
1323 S. WABASH 341 W. 44th St. 


| Walter Thompson Co. handles the | 
| wool accounts. 


Joliet, a division of Thor Corp., has 
been named generé sales manager 


promotion phase and (3) a follow- | 
up period of moderate promotion. 

These drives will be conducted 
in the Birmingham, Ala., areas be- 
ginning March 15, the California 
valleys region starting April 15, the 
Texas metropolitan areas starting 
May 1 and the Cleveland area be- 
ginning June 1. 

At a kickoff luncheon here yes- 
terday, G. M. Winder, president 
and board chairman of the council, 
told merchandising, food sales and 
media executives that “for a long 
time we recognized that our indus- 
try needed some advertising effort, 
and now we’re going to get it.” 


® John Leahy, Botsford, Constan- 
tine & Gardner account executive, 
told AA the main concern of the 
council is the unequal distribution 
pattern of lamb and mutton. About 
70% of the meat is consumed in 11 
states by only 50% of the popula- 
tion. Through the campaign of con- 
sumer and trade merchandising 
and educational advertising the 
agency will seek to equalize the 
distribution. 

According to Mr. Leahy, the ad 
program is planned to take a min- 
imum of seven years. 

One function of the initial Jan- 
uary to June drive will be to test 
the effectiveness of the campaign 
in areas with varying distribution 
patterns. The California valleys 
consume a major percentage of 
lamb, while Birmingham is con- 
sidered a zero area, consuming 
only 0.5%, Mr. Leahy said. 

He disclosed that as initial re- 
sults are tabulated and individual 
markets developed, the agency will 
enter into a national magazine and 
tv campaign. 


= “We are working in an entirely 
new area,” Mr. Leahy said, “and 
we will do an intensive job of sat- 
uration advertising, employing the 
full force of advertising, sales pro- 
motion, merchandising and mar- 
keting.” 

The first newspaper ad in each 
area will promote lamb shoulders, 
the second lamb chops and the 
third lamb ribs, with other lamb 
products following. 

The newspaper ads will feature 
a personality approach, rather than 
a purely sensory appeal, Mr. Leahy 
disclosed. Psychological motivation 
studies presently under way will 
determine ad slants in the future, 
he said. Media availabilities and 
results will be studied in each in- 
dividual area to determine future 
media schedules. All advertising 
will seek to promote lamb as a 
“welcome change.” 


es An important segment of the 
future campaign will be devoted to 
trade advertising, which will em- 
ploy direct mail and trade publi- 
cations. It, too, will be educational 
in nature. 

Merchandising men will work in 
the field as liaison between coun- 
cil distributors and retail grocers. 
Promotion plans also include res- 
taurants and trade shows. 

In addition the agency is dis- 
tributing window banners, in-store 
display posters, recipes, booklets 
and “Lamb’s Your Meat” badges. 

Regional promotion manager 
will be Gale Smith, who worked in 
localized campaigns in the past to 
promote mutton. He increased lamb 


Rating Revolution 
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ARB and PULSE AGREE: 


KRN Tory 


HAS WON AUDIENCE LEADERSHIP 
IN DES MOINES! 


KRNT-TV sets the pace in the November ARB scoreboard 
for Des Moines. To mention a few Channel 8 leads: 


7 of the top 10 once-a-week evening shows ... 9 of the top 
10 multi-weekly-show quarter-hours . . . the late-evening 
movies . . . the two afternoon kid shows (reversing national 
trend) . . . the 10 p.m. News every night by far with ratings 
up to 45.3... the 10:20 p.m. Sports . . . and many more. 
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KATZ HAS ALL THE FACTS FULL POWER, 316,000 WATTS 
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Many Families Show 
High Brand Loyalty, 
Buying Study Shows 


Boston, Jan. 10—Consumers 
show more brand loyalty than 
marketing executives commonly 
believe, according to Ross M. Cun- 
ningham, associate professor of 
marketing at the Massachusetts In- 
Stitute of Technology. 

This is one of the conclusions 
Mr. Cunningham reached in a spe- 
cial study on brand loyalty which 
he conducted, and on which he re- 
ports in the January-February is- 
sue of Harvard Business Review. 

The study was financed by the 
Sloan Research Fund of MIT’s 
school of industrial management. 
The Chicago Tribune cooperated 
in the study by permitting use of 
data from its consumer purchases 
panel. 


| MILLER AND FRIENDS—Bruce Miller, 
» Mr. Cunningham asked seven Tector of Plymouth, addressed the Detroit chapter 
loyalty. | of the American Assn. of Newspaper Representa- 
Here are the answers he arrived | tives and wound up in, of all things, a Plymouth, 
| flanked by two models. With Mr. Miller in the car 


questions about brand 
at: 


1. Is there really any such thing | 


Bertch Baker 
Miller 


Erickson 
Garberson 
advertising di- 


are John W. Garberson and J. Widman Bertch, v.p.s 
of N. W. Ayer & Son, Plymouth’s agency; Robert | 
Erickson of Moloney, Regan & Schmidt, v.p. of 
AANR’s Detroit chapter; John H. Baker, Chicago 
Daily News, and Betty Bahr, Detroit tv performer. 


as brand loyalty? | who are loyal to a brand no mat 
“Th s s . ™ - 
e study indicates that a sig leew eahtet the Juct? 


nificant amount of brand loyalty | “Th - e . 
to individual products does exist| here is not a significant pro- 
... there are many instances where | portion of loyalty-prone families 
90% or more of a family’s pur- |**; Those who are highly loyal to 


chases have been concentrated on|# rand of one product may have 
|very little loyalty to a brand of 


a single brand over three whole |. nother product.” 


3. Do buyers have any secondary 
| loyalties? 

“The answer seems to be that 
they do have definite secondary 
2 | loyalties which are of important 


years.” 
2. Are there many housewives 


New Giant Art Handbook 3000 pro- 
fessional Idea & Copy starting draw- 
ings & cartoons. Serving rec. 
Agencies, Natl. Advtsrs. ex- 
clusively. Users say “TOPS”. 

LOW FEES— FREE BROCHURE 
Stivers Studio+ 67 Main+Son Francisco 5 


magnitude for about half of the 
family buyers.” 

4. What effects do special price 
offers or deals have on brand loy- 
alty? 

“It appears that deals have little 
impact on loyalty. Those loyal to a 
‘brand remain loyal; purchasing on 


OUT OF ST. LOUIS... 
near the geographical center 


Warwick Typographers 
serve hundreds 
of satisfied clients... 


by providing a complete service in fine 
typography with speed of delivery that causes 
even the furthermost typographic buyer to 
soon forget distance. 

An enthusiastic pioneer of photographic 
typesetting Warwick makes available every 
practical method of typesetting in one of the 
most modern and complete typographic plants 
in the country. : 

+ Photographic Typesetting 

< Monotype 

+ Linotype 

* Ludiow 

+ Hand Composition 

+ Flexset* 

+ Photo Lettering 

+ Layout and Design 

"Reg. U.S. Pot. Off. 
Everything you need typographically you will 
find at Warwick, so why not make Warwick 
your typographic source? Write or wire for 
full information. 


States and Foreign 
Countries Thot Werwick 
Serves Regularly 


ALABAMA 
ARKANSAS 
ARIZONA 
CALIFORNIA 


LOUISIANA 
MARYLAND 
MASSACHUSETTS 
MICHIGAN 
MINNESOTA 
MISSISSIPPI 
MISSOURI 
MONTANA 
NEBRASKA 
NEVADA 
NEW JERSEY 
NEW MEXICO 


PENNSYLVANIA 
RHODE ISLAND 
SOUTH CAROLINA 


-@20 Washington Ave., St. Louis 1, Mo. 


OVERNIGHT BY AIR FROM MOST OF THE UNITED STATES 


jdeals tends to be concentrated 
|among those with low brand loy- 
alties.” 
# 5. How are store loyalty buying 
patterns related to brand loyalty 
behavior? 
“No truly significant correlation 
exists between high brand-loyal 
|and store-loyal families, but there 
|is enough suggestion of some rela- 
tionship that further analysis may 
be in order.” 

6. Are brand loyal families typi- 


of a product? 

“The study indicates that there 
is no relationship between size of 
purchase and brand loyalty.” 

7. Are there certain economic or 
social characteristics associated 
with families who are high or low 
in brand loyalty? 

“The evidence so far suggests 
that for low-price, frequently pur- 
chased items there are no socio- 
economic characteristics associated 
with different degrees of brand 
loyalty. This conclusion is tenta- 


is planned which might reveal re- 
lationships not yet uncovered.” 


Goodkind, Joice Elects 
Taylor, Joice; Names Newmark 

Goodkind, Joice & Morgan, Chi- 
cago, has elected Garrick M. 
Taylor a v.p. Mr. Taylor will con- 
tinue to direct creative work and 
copy, but will relinquish his for- 
mer duties as treasurer. The agen- 
cy has elected John Alden Joice 
treasurer and business manager. 
Mr. Joice, with the agency 10 
years, has specialized in research 
and merchandising. 

Goodkind, Joice also has ap- 
pointed John Taylor Newmark 
director of merchandising and 
market development. Mr. New- 
mark, a consulting engineer, also 
has been an associate professor 
of business administration at Elm- 
hurst College, Elmhurst, IIl., and 
a lecturer in marketing at De 
Paul University. 


Southern Boosts South in 
National Campaign 

A national advertising campaign, 
featuring a month-by-month re- 
port to the nation on southern 
progress, begins this month for 
Southern Co., which includes Ala- 
bama Power Co., Georgia Power 
Co., Gulf Power Co. (Florida) and 
Mississippi Power Co. The pro- 


& World Report plus more than 20 
daily newspapers in Southern Co.’s 
four-state area. 

Subjects covered will range from 
education to industry and from 
agriculture to recreation. Liller, 
Neal & 
agency. 


cally large, small or average users 


tive; in fact, more refined analysis | 


gram will run in Business Week, | 
Newsweek, Time and U. S. News| 


Battle, Atlanta, is 7” 


Wine Board Stages 
$17,500 Contest for 
Dealers, Distributors 


San Francisco, Jan. 10—The 
Wine Advisory Board has launched 
a new $17,500 spring wine display 
contest, in which more than 150 
merchandising prizes, including 
mink stoles, food freezers, movie 
| cameras and tv sets, will be 
awarded America’s top wine retail- 
ers and wholesalers. 

Larry Solari, chairman of the 
| board’s contest committee, told AA 
| that “in terms of both number and 
ivalue of prizes, this will be the big- 
}gest national wine promotional 
|contest ever held. 

“Anyone who sells California 
|wines, on either a wholesale or 
| retail basis, is eligible to enter, and 
all have an equal chance to win,” 
he declared. 

Based on the theme “California 
Wines on Parade,” the contest 
opens March 15 and continues 
through March 31, climaxing a 
‘hard hitting sales drive designed 
to keep California wine sales at a 
high level through Lent. 

The Wine Advisory Board will 
spend $500,000 in local and na- 
tional advertising to back up the 
merchandising and promotion of 
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California wines by individual pro- 
ducers, bottlers and distributors. 


|s A large share of the spring cam- 
|paign will be devoted to a heavy 
schedule of tv spots and newspaper 
ads in 67 major markets. 

Five magazines—Gourmet, Life, 
McCall’s, The New Yorker and 
Sunset—will carry wine sales mes- 
sages in 20 separate issues. The 
Life schedule includes a four-color 
page March 12 to kick off the 
contest. 

The contest, Mr. Solari an- 
nounced, will be judged on the 
ingenuity and sales effectiveness of 
retail displays of California wines, 
tied in with cheese and crackers. 

Registration deadline for the 
contest is Feb. 15. Contestants can 
register by writing a letter or post- 
card to the Wine Advisory Board, 
717 Market St., San Francisco 3, 
asking for contest rules and infor- 
mation. 

The contest has been divided 
|into four regional competitions, in 
the East, New York State, the Mid- 
west and the West, with identical 
prizes in each region. Retailers and 
wholesalers will compete only 
with others in their respective re- 
gions. 

The winning retailer and whole- 
saler in each region will have his 
choice of either a mink stole from 
Annis Furs, New York, or an In- 
ternational Harvester deluxe food 
freezer. 


Sun Valley Industries 
Steps Up Ad Program 

Sun Valley Industries Inc., Sun 
Valley, Cal., maker of aluminum 
sliding doors, plans an increased 
promotion campaign for 1956. The 
promotion, to hit both trade and 
consumer levels, will include mag- 
azines, trade publications, point of 
purchase displays, cooperative ra- 
dio and tv spots, trade shows, 
home shows and direct mail. In- 
cluded also is a new sales kit for 
factory and distributors’ salesmen. 

Sun Valley’s agency is the Wal- 
ter C. Davison Co., Los Angeles. 


Compton Names Three V. P.s 
John Cantwell, Paul Cooke and 
C. Stuart Mitchell, account ex- 
ecutives on Procter & Gamble 
products, have all been appointed 
v.p.s of Compton Advertising, 
New York. All three began their 
advertising careers at Compton. 
Mr. Cantwell started in merchan- 
dising, Mr. Cooke in production 
and Mr. Mitchell in research. 


Yes, you can put real 


You get more impact for less money 
with SCOTCHLITE 


REFLECTIVE SHEETING 


unch into your advertising with highway 


signs of SCOTCHLITE Reflective Sheeting—proved by surveys to give 
one of the lowest cost-per-thousand of any medium you can buy! 


Signs of SCOTCHLITE Reflective Sheeting give your product the appe- 
tite appeal—the brilliant fu//-color impact that reaches the customer's 
mind and stays there! For a free demonstration on how you can put 


more sock in your advertising program—write Minnesota Mining & 
Mfg. Co., Dept. AA-1166, St. Paul 6, Minn. 


“SCOTCHUTE” Reflective Sheeting is o registered trademark of Minnesota Mining & Mfg. Co. 
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1955-1954 Advertising Revenue of Magazines 


Most of the revenue figures in the following tabulation were compiled by Publishers Infor- 
mation Bureau, and are based on one-time rates. Because some publications offer frequency 
discounts, the actual revenue totals for these magazines would be lower than the figures shown 
below. Those publications marked with an * reported directly to ApveRTISING AGE, and their 
figures represent actual revenue. 


Per Cent Per Cent 

1955 1954 Change 1955 1954 Change 

ES ae ee eee $121,002,776 $114,035,747 + 6 | Field & Stream ................ 2,346,458 2166644 +8 
Saturday Evening Post ........... 83,731,203 77,940,710 + 7 | American Magazine .............. 2,323,305 2.550.983 —9 
SSE IR ope °° oa SS eee 2,230,930 2.333199 —4 
This Week Magazine ............ 31,658,455 26,296,009 +20 | Sports Afield .................. 2,067,800 1903818 +9 

8S SG AEP ARE TS 30,293,156 26,675,479 +14 | Farm & Ranch-Southern Agriculturist 2,000,066 1,943,776 + 3 
Better Homes & Gardens ......... 25,602,171 23,741,055 + 8 | Family Weekly ................. 1,963,051 298,503 +558 
Ladies’ Home Journal ........... 23,588,159 20,524,396 +15 | Redbook .........0..---seeeeeee 1,937,351 1592559 +22 
American Weekly ................ 18,256,004 14,970,989 +22 | Nation's Business ............... 1,888,636 1,754,747 +8 
WIE 6 ccscewcdcsiceredands 18,095,280 15,639,273 +16 | Coronet ..............-..0eeee- 1,822,824 1,625,730 +12 
NE Ee hicacdaceebuawcae os 17,096,654 16,400,775 + © | Ehomy .......cccccccccccccseee 1,624,397 1.394959 +16 
Good Housekeeping .............. 17,048,732 14,689,435 +16 | New York Mirror Magazine ....... 1,616,168 1,482,261 +9 
ee Ritivcdtidautecessiy 15,317,110 13,512,799 +13 | American Legion ............... 1,586,514 1618651 —2 
Business Week .................- 15,109,856 14,559,481 + 4 Dell Modern Group ............. 1,485,225 1,591,866 —7 

a TTT OEE ee 14,009,848 10,967,465 +28 Modern Romance ............. 403,376 409,089 —1 
U.S. News & World Report ....... 13,007,954 10,633,053 +22 Meta OHUNN ........cccceke 442,662 507,406 —13 
OU WRNNRF cc ccc cc ccecccdcccs 12,838,505 10,597,692 +21 ce 77,024 77,947 —1 
CU GD: 6 cscisvieris cases ce 12,106,701 12,223,603 —1 | swestern Family ............... 1,455,207 1,431,576 +2 
Farm Journal ...........000005 11,432,500 9,760,683 +17 | pun’s Review & Modern Industry .. 1,358,533 1,377,140 —1 
American Home ...... been eeeees 10,233,667 9,284,226 +10 es ME ne cases 1,355,699 1,163,284 +17 
Wenaw's Gems Gompanien........ 10,196,012 10,150,913 -—— | mechanix IMustrated ............ 1,278,074 1,228,481 + 4 
First 3 Markets Group ........... 9,308,964 7,436,355 +25 | scholastic .............0000c00: 1,226,869 1,078,728 +14 
Woman's Day rT eer TT eT eT TT S 9,279,181 9,413,843 —2 Bride's Quarterly ta 1,190,568 1,103,556 + x 
Seat SEER ~-..-. eanapesens Lay yoda, 1,176,144 1,052,734 +12 
New York Times Magazine ....... 7,631,680 6,578,348 +16 Scientific American ............ 1,167,501 938,393 +8 
OE daitdceesdscuntenncce ces, ee eee eae we 1,111,634 1.044.701 + 6 
de MEET CTL. 6,874,685 6,510,709 + 6 Se i ey AES: 1,028,749 1,079,536 —5 
rr ee 6,196,470 5,775,498 +7 Fawcett Women's Group .......... 880,588 1,010,086 —13 
Progressive Farmer .............. 6,073,428 6,006,202 +1 Motion Picture 147.830 138,072 +7 
“(eet hhars aegis 5,853,825 5,241,659 +12 a. 436 568 m8 9 
Parents’ Magazine ............... 5,387,948 5,540,087 —3 a. ee - 27 670.946 
Par .eh decee bitte tacts 5,036,440 4,277,705 +18 | Saturday Review ................ 860.2 , +2 

MM Naedicds casnsemee ss 5ico008 838,211 676,258 +24 
SR RRORSRCO wren 4,874,834 4,289,113 +14 | OO ery 4 738798 r 
Suecessful Farming .............. SQUGRRT «= SAG = 56 Vn oto renee? ¥ : + 
Sunset Masazi ee ee 725,046 718,314 +1 
GREE 4,641,268 4,597,882 +1 , 

; *Motor Boating ................ 718,225 615,690 +417 
Harper's Bazaar ...............- 4,595,553. 4,346,029 + 6 697 351 CASIG 448 
i Oa ae A 4,474,102 3,888,241 +15 onan eo 8 
True Story Women’s Group ....... 4,167,601 3,815,438 +9 , , + 

Photopl 534,441 519,471 +3 
nh, Seek ceeea eae 802,811 816,039 —2 401.808 0125 > 
TV-Radio-Mirror ...........-. 31,559 27,722 +14 pay prim + . 
True Experiences .......-..-.. 36,101 35,447 +2 aoan pm + 
True Love Stories ............. 36,595 33,405 +10 388 '500 362.775 tae 7 

True Romance ............... 66,382 58,388 +14 , + 

pee 3,012,348 2,115,242 +42 | § sone my edi A 
Mademoiselle 2.0... 6. c0ecc ees rE a E> oe eee —— | mee +8 
Popular Mechanics ..........--.. 3,781,754 3,859,249 — 2 Rw ony ape stesn= thei a po = 
lle te, ae SE 3,640,413 2,907,905 +25 Ee CS SP - 220002 . . + 
Living for Youne oe 3.629.479 2763361 431 | *Financial World .............. 284,000 235,000 +21 
e meen *Scholastic Roto .............. 258,459 229,828 +13 
ouse & Garden ..........-...+-- 3,597,129 3,339,309 +8 

: *Improvement Era .............. 189,786 167,581 +13 
National Geographic ............. 3,432,267 3,017,325 +14 | ,pomui 1460400 199987 bn 
i oi, Ashwin sv aieicesie 3,370,097 3,028,358 +11 . seeeceucen. +, cesegge ‘ , + 

MEE Cae cs ve scans cddaiee 159,025 92,003 +73 
*Popular Science .............. 3,032,346 2,807,603 +8 | oc. 134.659 125006 4 8 
Everywoman’s Magazine .......... 3,020,960 3,215,005 —6 *Christian ih. aaa 126,124 113,417 +11 
Batter LIND 2. ccc ccc cccccccs 2,951,680 3,882,799 —24 The Reporter 113,990 78.861 +45 
Sports Illustrated ............... 2,946,955 1,172,123 +151 | setude ... 84.496 82,488 + 2 
Capper’s Farmer ..........-...-+ 2,780,875 eee PO) ae ee 84,243 75,450 +11 
Town Journal ........00.eeeeeee 2,686,611 2,461,757 + 9 | *american Forests .............. 57,749 49,820 +16 
Bette BE 6c cd cntvesuccvvcces 2,409,366 eeu > 6] OR Be we ee 38,339 32,237 +19 


tEffective September, 1955, Better Farming and Farm Journal combined. Issued under the title Farm Journal & Country Gentleman. Figures for 
1954 not comparable with 1955, as prior to September 1955 each magazine was listed separately. 


Farm Magazines 


Figures were compiled by ADVERTISING AGE. Revenue for Capper’s Farmer, Farm Journal, 
Farm & Ranch—Southern Agriculturist, Progressive Farmer and Successful Farming are re- 
ported in the general magazine tabulation. 


Per Cent | Per Cent 
1955 1954 Change 1955 1954 Change 
Prairie Farmer .........6..66055- $2,316,398 $1,945,988 +19 Montana Farmer-Stockman ........ 259.845 240,199 +8 
Wallaces’ Farmer & Iowa Homestead 1,991,965 RS 2 Sb ee ED eiccncvcccccesesa 245,509 241,681 + 2 
Te PAPE cccccccccccvcsccces 1,909,243 1,797,241 +6 Indiana Farmer's Guide .......... 243,244 237,951 +2 
Wisconsin Agriculturist .......... 1,194,164 1,083,454 +10 | Turkey World .................. 242,045 244,394 +1 
Poultry Tribune ...........0-5-- 1,103,480 1,063,287 +4 National Live Stock Producer ..... 235,461 201,156 +17 
Hoard’s Dairyman .............. 1,044,384 939,632 +11 Electricity on the Farm .......... 200,204 194,732 +3 
Ohio Farmer ..... 2... 65-5 ee enne 889,890 819,593 +9 Breeder's Gazette .............. 187,180 209,505 —Ill 
American Poultry Journal ......... 869.414 829,508 +5 Better Farming Methods .......... 184,741 169,711 +9 
Geieete COE ccssvecadeecces 807,896 790,602 +2 ES ee 179,683 200,435 +10 
Corn Belt Farm Dailies .......... 801,552 738,344 +9 National 4-H News ............. 143,768 132,840 +8 
Michigan Farmer 712,614 699,277 +2 BD BEE ceases cc cccccce 139,064 123,696 +12 
California Farmer .... 700,210 719991 —3 Colorado Rancher & Farmer ....... 137,100 124,517 +10 
The Dakota Farmer 652,598 608,371 +7 Florida Grower & Rancher ........ 133,362 103,251 +30 
Pennsylvania Farmer ............ 626,823 590,979 + 6 | County Agent & Vo-Ag Teacher .... 116,024 104,812 +11 
American Agriculturist .......... 570,211 485,857 +17 Florida Cattleman .............. 110,861 106,273 +4 
Southern Planter ..............5. 536,184 518,084 +3 Missouri Farmer ............... 86,685 $5,841 +1 
Missouri Ruralist ..............+. 483,488 435,896 +11 Agricultural Leaders’ Digest ..... 82,796 74,963 +11 
es GO .ccccccctiecustan 450,137 440,033 +2 Mississippi Farmer .............. 55,260 34,574 +60 
New England Homestead .......... 422,946 391,636 +13 | Dairymen’s League News .......... 47,889 46,943 +2 
American Fruit Grower ........... 356,634 305,481 +17 | +The Tennessee Farmer & Homemaker 35,983 ae 
Wation’s Agriculture ............. 327,397 254,478 +29 Michigan Farm News ............ 20,239 21554 —6 
lowa Farm & Home Register ...... 305,957 341,690 +11 | Cooperative Digest .............. 17,493 19.235 —9 
Kentucky Farmer .............5. 283,012 262,207 + 9 | {Started publication in January 1955, 
Canadian and Foreign Magazines 
Figures compiled by ApvERTISING AGE and Canadian Magazine Advertising Bureau 
Per Cent Per Cent 
1955 1954 Change 1955 1954 Change 
Weekend Magazine .............. $6,096,000 $4,574,000 +33 | Country Guide ...............+-. 647,308 79,490 —13 
eer 4,480,656 3,812,929 +18 | Le Bulletin des Agriculteurs ...... 640,916 635,859 +1 
TED cccvccccccsccccntoteccoes 3,320,755 2,896,236 +15 | Saturday Night ................. 407,836 448,073 —9 
Reader's Digest ..............-- 3,096,543 2,848,290 + 9 | Western Producer ............... 401,505 428,434 +6 
Te PPT re, ee. 2,070,500 1,679,800 +23 | La Revue Moderne .............. 294,482 295,201 —— 
Life-Spamish .. 2... 666 ccc ccwenee 1,743,000 SE, FR Ra 290,780 346,319 —16 
DEED conccccecaseeresceses 1,654,674 1,724,952 — 4 | La Rewe Populaire ............. 282,404 275,921 +2 
Canadian Home Journal .......... 1,444,395 1,596,408 —10 | Farmer's Magazine .............. 273,827 250,752 +9 
Time-Atiantic . 2... 66.6. eececuee 1,147,400 964,200 +19 | Mecanica Popular ............... 220,277 203,586 +8 
Clberty cow cc ccdccccccsescccesis 1,085,406 ee A B66 oc Se BSE on ve rqsce de 218,628 204,165 +7 
Vision & Visao ...... 2... +. eens 970,000 687,000 +41 | Newsweek-European .............. 200,512 147,725 +36 
Time-Latin American ...........- 853,500 840,400 + 2 | Newsweek—Tokyo ............... 118,414 177,398 +33 
Canadian Homes & Gardens ....... 849,307 797,096 + 7 | Newsweek—Asian ............... 104,674 111,850 +6 
PROPER .ccccccccccccscccss 661,200 628,900 + 5 | Mecanique Populaire ............. 94,000 72,500 +23 


Magazine Ad Volume Hit $663,063,412 
Last Year, Up $57,162,377 from 1954 


(Continued from Page 1) 
riers, the following magazines | 
registered significant volume in-| 
creases: This Week Magazine, up) 
20%; Look, up 14%; Ladies’ Home | 


Journal, 15%; The American 
Weekly, 22%; Newsweek and) 
Good Housekeeping, each 16%; 


Parade, 28%; U. S. News & World 
Report, 22%, and The New York- 
er, 21%. McCall’s was up 13%; 
Farm Journal, 17%; Esquire, 18%, 
and Seventeen, 14%. 

The First Three Markets Group 
and the New York Times Magazine 
were up 25% and 16%, respec- 
tively. Family Circle and Woman’s | 
Day were off 1 and 2%, respec-| 
tively, and Parents’ Magazine was 
off 3%. 
Of the top 33 publications in| 
the PIB measurement service, 30 
showed gains. 


| 


| 
| 
® Among the publications with 
outstanding percentage increases 
were Family Weekly, 558%; Sports 
Illustrated, 151%; Living for 
Young Homemakers, 31%; Charm, | 
25%, and Redbook, 22%. 
The newspaper supplement field 
showed a smashing comeback from 


1954, when revenues fell about 
0.3% from 1953. 

Percentage gains ought to be 
weighed against amounts of money 
involved, of course. While Life 
gained 6%, it also picked up 
nearly $7,000,000; The Saturday 
Evening Post gained 7%, or almost 
$6,000,000. Both magazines’ gains 
alone would be enough to rank 
them in the top 25 magazines if 
that were their oniy volume. 

In the top ten, the supplements 
made the news. This Week moved 
from fifth place to fourth, sliding 
in ahead of Look; The American 
Weekly moved from tenth to 
eighth, ahead of Newsweek and 
Collier’s. 

Business Week continued to car- 
ry more pages than any other 
magazine—5,663, up 4%. Next 
came The New Yorker, with 4,529, 
up 8%; Life, 4,398, up 5%; The 
Saturday Evening Post with 3,- 
686.35 pages, up a fraction of a 
page; Time, 3,302, up 1%; U. S. 
News & World Report, 3,020, up 
9%; Newsweek, 2,954, up 5%; 
Vogue, 1,708, up 1%; Popular 
Mechanics, 1,655, down 2%; and 


Fortune, 1,637, down 2%. 


Dell Modern Group: 
Modern Romances ........ 2.66666 eee c une 
Meters BOGE 2c cece cc ccccveccccccces 
Screen Stories 

Fawcett Women’s Group: 
Motion Picture 
We IE 6. d.n 6 000 cdc cciescenseess 

True Story Women’s Group: 
Photoplay 
TV-Radio Mirror 
True Experience 
True Love Stories 
True 
True Story 


Breakdown of Group Advertising Revenues 


Listed below are total dollar figures allocated to each publica- 
tion in the Dell, Fawcett and True Story groups (Source: PIB). 


Per Cent 

1955 1954 Change 
952,909 $ 998,080 —5 
1,155,573 1,271,502 —-9 
299,805 316,726 —5 
478,051 516,854 —s8 
986,936 1,112,135 —ll 
1,807,302 1,769,900 + 2 
406,642 382,559 + 6 
294,494 283,451 +4 
294,988 281,408 +5 
549,823 516,239 +7 
4,800,249 3,668,124 4-31 


President May Ask 
Higher Postal Rates 
in Budget Message 


WASHINGTON, Jan. 12—The Pres- 
idential budget which goes to Con- 
gress Monday is expected to em- 
phasize higher postal rates as one 
of the ways to offset higher rates 
of federal spending which the ad- 
mirtistration is recommending for 
many domestic programs this year. 

In his State of the Union mes- 
sage Jan. 5 the President pointed 
out that the Post Office faces a half 
billion deficit in the fiscal year 
beginning July 1. He notified Con- 
gress that he plans to submit a spe- 
cial message renewing his appeal 
for higher rates for first, second 
and third class mail. 


s The new budget is estimated to 
be in the neighborhood of $66 bil- 
lion, reflecting larger appropria- 
tions for roads, schools, public 
health and many other programs. 
Since many of these programs are 
expected to run for several years, 
fiscal officials anticipate that the 
level of federal spending will be 
rising for some years to come. 

Despite the increased spending, 
however, the administration ex- 
pects to offer a balanced budget by 
holding taxes at present levels, 
and reaping the windfall revenue 
which results from expanded levels 
of business activity and employ- 
ment. 


® In its efforts to find new sources 
of revenue the administration is 
expected to propose a broad study 
of the prices which the government 
charges for all the services which 
it renders for business and the 


public. 


This study, which would be con- 
ducted by a special commission, 
would delve into such questions as 
the possibility of charging for ra- 
dio and tv licenses, the adequacy 
of existing fees in the Patent Of- 
fice and the level of prices charged 
for publications of the Census Bu- 
reau and other government agen- 
cies. 


® While the postal rate issue again 
will be dumped onto Congress, the 
proposed commission might also 
look into the service which the 
Post Office renders to the public 
and to business, to determine 
whether the department should be 
on a break even basis, or whether 
it should run at a deficit in order 
to assure service to the eritire pub- 
lic. 

The President’s postal rate pro- 
gram, involving 4¢ first class rates 
and increases in second and third 
class rates, was pigeonholed by the 
reluctant Congress last year. 

Leaders of both houses have in- 
dicated reluctance to approve rate 
increases this vear, particularly in 
the face of Presidential and con- 
gressional elections. 


Astrotf Named S.M. 

Milton T. Astroff, formerly with 
U.S. Camera, has been named sales 
manager of Modern Photography, 
New York. He succeeds Robert 
Dorin, who was recently promoted 
to v.p. and director of sales for 
Modern Photography. 


Henri, Hurst Elects Jordan 

Ray L. Jordan has been elected 
a v.p. and appointed executive art 
director of Henri, Hurst & Mc- 
Donald, Chicago. Mr. Jordan has 
been with the agency since 1948. 
June Tiegs was elected assistant 
secretary. 
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Klau-Van Pietersom, Its Billing Up 
60% in 2 Years, Sets Divisional Plan 


(Continued from Page 3) 
who recently was named assistant 
general manager, will be the liaison 
between the divisional heads and 
George J. Callos, exec v.p. and 
general manager of the agency. 


@ Under the new arrangement, di- 
visional heads will have complete 
responsibility for all activities on 
the accounts grouped in their divi- 
sions. The reassignment of respon- 
sibility and authority is expected 
to speed service on accounts and 
provide even more efficient opera- 
tion both within the agency and in 
direct contact with the client. 

Mr. Callos said the new depart- 
mentalized organization is expected 
to sustain the agency’s recent 


Donald Dilworth B. E. Hotvedt 


growth and meet the demands of 
even greater expansion. 

The agency’s growth in person- 
nel to meet its expanded billings 


FREE SAMPLE—New Scissors and Paste~ 
Pot art service by the originators of cre- 
otive layout devices. Get your copy of 
the new monthly Ciipper—all new in 
size, format, content, ideas — sample, 
yours to use without cost. Sensational 
intreductory offer. No obligation — no 
salesmen. Address: Multi-Ad Services, 
Inc., Box 806A, Peoria, Illinois. = 


was pointed out by Alan R. Mc- 
Ginnis, president 
and treasurer of 
the agency. In 
1945, he said, the 
agency employed 
54 people. It now 

has 104. 
Mr. McGinnis 
explained that 
. | the public utility 
division accounts 
| for about 12% of 
A. R. McGinnis the agency’s bill- 
ing, with agricul- 
ture, general and industrial shar- 
ing the remainder equally—about 
|29% each. The agency, he said, is 
among the nation’s leaders in agri- 
cultural advertising. It also ranks 
among the top ten in the nation in 
the placement of business paper 

space, he said. 


s “Our departmentalized structure 
is in keeping with modern trends 
in advertising,” he said. “This al- 
|lows for a more flexible operation, 
| with emphasis on the younger men 
jas key people in the organization.” 


Despite the fact that the divisions | 
are highly specialized, the new or-| 


ganization will allow for an inter- 
change of ideas between divisions. 
In some cases, clients’ products 
overlap, and work for a single ac- 
count will be done by more than 
one division. 


been very favorably received by its 
clients. 


® Mr. Dilworth, who will have 
complete authority over 12 agricul- 
tural accounts (including Massey- 
|Harris farm machinery, General 
|Mills’ formula feeds division), 
|joined KVPD in 1946. Previously 
|he was affiliated with Iowa State 


WSJS-TV 


316,000 WATTS 


“4 a tat 
AFFILIATE FOR 
WINSTON-SALEM 
GREENSBORO 
HIGH POINT 


CALL 
HEADLEY-REED 
REPRESENTATIVES 


College as assistant extension edi- 
tor and with Ralston Purina, where 
| he worked on poultry feed adver- 
| tising. He also worked with Ken- 
|yon & Eckhardt, Chicago, on the 
Kellogg feed account. Farm born, 
he received his degree in agricul- 
tural journalism at Iowa State. 

Mr. Hotvedt, who will be in 
charge of 24 industrial accounts 
(among them: A. O. Smith, Kear- 
ney & Trecker, Link-Belt Co.), has 
a long background in the indus- 
trial field. He was associated with 
|the Chilton Publishing Co., Phila- 
delphia, as a regional business 


(Continued from Page 2) 
|tising agencies today occupy well 
| over 2,000,000 sq. ft. of office space 
in the relatively small area be- 
tween 34th St. and 59th St. 

At today’s average prices, this 
means a total annual rent of more 
than $10,000,000. 

The large agencies naturally are 


Advertising Age, January 16, 1956 


Those Madison Ave. Agencies Face 
Stiffening Rents and Tighter Space 


tional departments into nearby 642 
Fifth Ave. and has just rented still 
additional space at 460 Park. Mc- 
Cann, significantly, will retain 
some of this space even after it 
moves its headquarters into the 30- 
story building now going up at 485 
Lexington. 

Mr. Studley tells his clients that 
it is important to allow space for 


manager. In addition he served for 

|12 years as both advertising and 
sales promotion manager and as 
manager of the industrial supply 
division of the Blackhawk Mfg. 
Co., Milwaukee. 


the largest users; 20 large agencies 
alone occupy approximately 1,230,- 
000 sq. ft. Four agencies (JWT, 
McCann, BBDO and Y&R) take 
580,000 sq. ft. among them. BBDO 
has the most space—190,000 sq. ft. 


growth—witness Compton—but he 
finds agencies characteristically 
“blind” on this score. 


s Faced with the instability of the 


The agency’s new setup has| 


Active in many industrial groups, 
Mr. Hotvedt has been on the ex- 
jecutive boards of the Automotive 
| Advertising Council and the Amer- 
ican Machinery Supply & Mfrs. 
'Assn. A specialist in market re- 
'search, he headed for the latter 


s Mr. Studley has found that agen- 
cies have their own peculiar space 
problems. For example, they must 
answer such questions as: 

1. Must the total operation be 
| housed under one roof, or may cer- 
, : | tain departments be “exiled” in un- 
group the first postwar analysis of | . * 
|the distribution of industrial > — and less expensive loca 

plies. | 2. How can space for growth be 


taken into account when new of- 
® Noel Turner, whose general ac-| ices eve eansidesedt? 


— So a 23 a | 3. What are the main rental con- 

(Re Raeeepavicnen setevayess | siderations: Location? prestige? in- 
account has been in the shop more ‘terior improvements? length of 
lease? flexibility of space? cost? 

As might be expected, the an- 
swers to these questions vary ac- 
cording to an individual agency’s 
needs. However, some generaliza- 
tions are possible. 

It has become increasingly dif- 
ficult for large agencies to hold all 
their operations under one roof. 
When the squeeze gets too tight, it 
is usually the accounting depart- 
ment which gets farmed out to a 
less desirable location. 


Victor Lawrence 


than 40 years), joined KVPD in) 
1955, after having been associated | # Young & Rubicam (285 Madison 
with Griswold-Eshleman, Cleve-| Ave.) houses its accounting depart- 
land, and Needham, Louis & Bror-|ment 10 blocks away, at 2 Park 
by, Chicago. A graduate of the|Ave. Biow-Beirn-Toigo (640 Fifth 
University of Michigan, he has|Ave.) recently took additional 
worked on a wide variety of ac- | space for its accounting department 
counts, including those of the B. F. | at 120 W. 42nd St. 
Goodrich Co., Trans-World Air- J. Walter Thompson (420 Lex- 
lines, State Farm Mutual Automo- | ington Ave.) uses additional space 
bile Insurance Co., Rand McNally at 342 Madison (accounting) and 
& Co. and Wilson Bros. men’s wear. | 480 Lexington (television produc- 
Victor A. Lawrence, who heads tion). Kenyon & Eckhardt (247 
the public utility division, is a vet-| Park) makes use of offices in a 
eran of more than 25 years in the connecting building (480 Lexing- 
field. KVPD, with 10 clients in five | ton). 
| states, is one of the nation’s leading) _McCann-Erickson, overflowing 
agencies representing utility clients. 
Mr. Lawrence was a v.p. of Bar- 


ad business, agencies are reluctant 
to contract for more space than 
they need at the moment. What 
happens if you lose your biggest 
account tomorrow? 

Mr. Studley counters this view 
by pointing out that agencies can 
always sub-lease space they are 
not currently using. Bryan Houston 
Inc., which recently moved from 
Rockefeller Center to 730 Fifth 
Ave., is one agency which optimis- 
tically took more space than it 
needs at the present time. 

Although advertising is supposed 
to be a glamorous business, land- 
lords apparently are not impressed. 
Mr. Studley says they prefer man- 
ufacturing companies as tenants— 
“somebody with tangible assets.” 
The manager of one Park Ave. 
building refuses, in fact, to rent to 
any agency. 

Landlords are known to be fond 
of long-term leases, but many 
agencies do not share this affec- 
tion. Again, the ephemeral char- 
acter of the agency business in- 
hibits long-range planning. One 
reason that Compton is able to 
move so quickly is that it took its 
new space in another building 
owned by the same landlord. 


s “Front” remains a consideration 
important to agencies in selecting 
their offices. It certainly influenced 
the recent moves by Bryan Hous- 
ton and by Grey Advertising (to 


|430 Park). But Mr. Studley be- 


lieves outsiders overrate its im- 
portance. 

Agencies are interested in pres- 
tige addresses and thick carpets, 
but other factors—particularly 
cost—always are taken into ac- 


its Rockefeller Center offices, has|count. The Madison Ave. offices 
shoved its accounting and interna-|of Batten, Barton, Durstine & Os- 


ton-Goold, New York agency spe-. 
cializing in public utility accounts, 
before joining Klau-Van Pietersom 
in 1941. The KVPD utility division | 
handles advertising, merchandising 
and public relations for its clients, 
and, in Mr. Lawrence’s tenure, has 
handled special assignments for 
some 30 clients throughout the na- 
| tion. 


8 Also part of the “new look” at} 
the agency is its recently establish- 
ed public relations department, 
which gives counsel to KVPD| 
clients as well as to other compa-| 
nies. Marvin L. Rand directs public 
relations activities, and John Aboya 
is director of press relations. 
KVPD also has reorganized its} 
radio-television unit. James W.| 


tei 7 


‘'S PERFECTLY 


| Bical : | Mr Advertiser. . ; | 


that the best way to get maximum results at 
the point-of-sale is with clear, transparent 
GOODSTIX signs . . 
play, interior promotions, product indentifi- 
cation and unusual signs. 

Here is why . . . printing areas reflect a finish 
thet no other printed surface can match .. . 
attention value is heightened by the overall 
transparency . . 


. ideal for window dis- 


. unusual art effects are ob- 


dhaci. 


Doolittle, veteran Chicago and | 
Hollywood producer, is director. 


Mailing List Brokers Elect 
| Edward W. Proctor Jr., president | 
lof Guild Co., has been elected| 
chairman of the national council of 
| mailing list brokers. Other officers | 
are vice-chairman Anne Archer, | 
| Archer Mailing List Service, vice- 
|chairman; Edith Crane, Names Un-| 
limited Inc., treasurer, and Rose| 
Harper, Lewis Kleid Co., secre-| 
tary. 


wit I-TV Appoints Meyerhoft 

Arthur Meyerhoff & Co., New 
|York, has been named to handle 
advertising for WITI-TV, Milwau- 
kee. 


is no problem in that 


‘ each sign carries its own pressure sensitive 

| adhesion which means quick placement and 

: simple, non-messy removal. Also, special inks 

like DAY-GLO, metallic effects as well as 

dimensional possibilities available through 
‘ vacuum forming. 

*For the complete story, with samples and 

data, make it your business to send for the 

GOODSTIX sampler. No obligation. Dept. AAI 


PRODUCTS CORPORATION 


263-273 William St., Englewood, WN. J. 


Phones — New York: Wisconsin 7-4435 
New Jersey: ENglewood 3-0610 
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FLY DOWN EAST—This capsule depiction of New England is one of six 

new displays on popular vacation areas served by United Air Lines. 

The cast-rubber figurine projects from a pineboard background on 

which the hurbor scene is silkscreened. The 32x46x12” unit was 
built by Firks Studios, Chicago. 


born, with row upon row of indi- 
vidual cubbyholes, are a far cry 
from the luxurious ad agency 
stereotype. 

Many agencies try to have their 
cake and eat it too by taking pres- 
tige locations—but renting lower 
floors only. In real estate, the cost 
of office space is directly propor- 
tional to altitude. 

Rental costs, like agency billings, 
are reaching for the stratosphere. 
If you are an old tenant, working 
on a long-term lease (like Y&R 
and K&E, for example), you may 
be lucky enough to be paying only 
$4 per sq. ft. Even that bargain rate 
would put Y&R’s annual rent bill 
in the neighborhood of $500,000. 


= William Douglas McAdams Inc., 
the ethical drug agency, is believed 
to be paying only $4.20 per sq. ft. 
for the four top floors in a new 
building at 130 E. 59th St. Ander- 
son & Cairns and Lewin, Williams 
& Saylor are in the same building. 
The location, uptown and just off 
Lexington Ave., explains the rel- 
atively low cost. 

In almost any new building going 
up in midtown Manhattan, $4.75 or 
$5 per sq. ft. is just about the 
rock-bottom price. Much more 
common, in new buildings, are 
quotations of $6 and $7. 

Because it is a big user of space, 
the large agency can usually drive 
a better bargain than can the 
small or medium-size shop. Fre- 


quently a small agency has to pay 
more per square foot than a large 
one. 


= To get an inkling of what the 


\large agency is paying in rent 
these days, consider these three 
cases: 


1. Compton, moving to 625 Mad- 
ison, is taking four floors—the 
4th, 5th, 6th and 7th. Total space 
is approximately 125,000 sq. ft. An- 
nual rent: Approximately $550,000. 

2. Erwin, Wasey & Co., becoming 
the first big agency to move to 
Third Ave., is taking half of the 
llth (6,300 sq. ft.) and the entire 
12th floor (13,500 sq. ft.) in the 
new building at 711 Third Ave. 
Annual rent is a little more than 
$100,000. 

3. McCann-Erickson, moving lat- 
er this year to 485 Lexington, is 
taking space on the 14th through 
the 22nd floor, plus the 30th—the 
top floor. Space on the top floor 
has the premium rate of $6.80 per 
sq. ft. In all, McCann will have 
approximately 155,000 square feet. 
Asking price for this chunk is 
$960,000 a year. In other words, 
McCann, figuring in its other space, 
will be paying more than $1,000,000 
a year in rent. 


® Madison Ave. still is the geo- 
graphical heart of the ad business, 
but this may change under the im- 
pact of the reconstruction of Park 
Ave. This is where many of the 
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WE CAN wa 


TELL 


YOUR ADS 


MOVE MERCHANDISE 
......in BAYONNE 


We will test the effectiveness of your advertising with a simul- 
taneous 10 week Grocery Store Inventory . . . write or call for 


details. 


“BAYONNE CANNOT BE SOLD FROM THE OUTSIDE” 


THE BAYONNE TIMES 


Bayonne, New Jersey 


NATIONALLY 
REPRESENTED BY 


BOGNER and MARTIN 


future availabilities will be. The) cially when the prospective tenant 
building at 430 Park already is/|is one of those high-powered, here- 
agency-dominated, housing, as it | today-gone-tomorrow advertising 
does, Grey, D’Arcy, Lambert & agencies. 
Feasley and the McCarty Co. | 
A 30-story building at 425 Park 
will be ready for occupancy this 
year, with seven floors reserved 
for executive offices of National 
Biscuit Co. Scheduled for 1957 oc- 
cupancy are the 3%-story House 
of Seagram, 375 Park, a 17- 
floor structure at 405 Park and a 


Industrial Ad Clinic Set Feb. 7 

The second annual Upper Mid- 
west Industrial Advertising Clinic 
will be held Feb. 7 in the Hotel | 
Radisson, Minneapolis. The clinic | 
| will be divided into four sessions, | 
‘featuring specialists in direct mail, | 


71 


catalogs and literature, publicity 
techniques and advertising produc- 
tion methods. 


PERAITORIAL ENTERP Aros 


CIT’, NEVADA 
Largest Weekly Paper In 
The Entire American West 


(ABC Acdited — Nee Sectarion) 


21-floor building at 400 Park. And 


in 1959, a new 40-story edifice will 
be ready at 399 Park 
A new high in rental costs may 


be established by the Seagram 
building, which wil! overlook a 
spacious plaza and have year- 


round air conditioning. The price 
will range from $7.15 per sq. ft. for 
the lower floors (Seagram has re- 
served the first 10) up to $8.30 per 
. ft. on the top eight floors. 

a cae | J. M. BUNDSCHO, Inc. 
= These are, of course, asking | 

prices, but the space supply being 
what it is, the tenant does not have | 
too much bargaining power—espe- | 
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AFFILIATED WITH THE S. F. CHRONICLE 
AMD THE NBC-TV WETWORK ON CHANNEL | 


Now is the time for 


you to investigate 
her benefits! 


Represented Nationally 
by Free & Peters, Inc. 


No. 9 in the series, “Whai Every Time 
Buyer Should Know About KRON-TV” 
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You Ought fo Know . Richard Forbes 


“There's 


automobiles,” 
Forbes 


little difference be-)practitioners to do more con- 
tween selling toasters and selling! structive thinking along the lines 
said Richard E.|of improving techniques, getting 
when ADvERTIsING AGE|closer to the consumers’ thinking 


asked him if he regarded his ap-| 
pointment to a big new post at| 


and stretching the mileage of pro- 
motion dollars. 


Advertising Age, January 16, 1956 


Shaw Publications 


Acquire New Owner 


New York, Jan. 10—D. Minard 
| Shaw has retired as president and 
|owner of Shaw Publications Inc., 
|and will be succeeded as president 
|and publisher by Willard L. Crane, 
|/most recently v.p. and sales man- 


Chrysler Corp. as a challenge to| 

an auto industry neophyte. be A native of Larchmont, N. Y., 
Mr. Forbes’ observation was de-| Mr. Forbes worked on several 

livered on the occasion of his tak-| Westchester County newspapers| 

ing over the controls (not push) after his graduation from Williams | 

button) of Chrysler’s advertising| College in 1936. He worked on 

and sales promotion (AA, Jan. 9).| both the advertising and editorial 


ager of Thoms Textile Co. 

| Shaw Publications was launched 
|in 1942 with My Baby Magazine, a 
| store-distributed publication. It ac- 
| quired Congratulations, distributed 
| through hospitals, in 1954, and also 
|publishes “Shaw’s Market News,” 
|a monthly for store buyers. 


At 40, a veteran in the adver-'| sides. 


tising business, Mr. Forbes, genial 


and sharp-eyed, did not appear two children to suburban Bir- 


perturbed. 


He comes to Chrysler after eight! Detroit’s biggest— and toughest— | 
years at General Electric Co. In 


the first four years he was adver- 
tising and sales promotion man- 


ager for GE’s major appliance} 


lines; in the next four he was ad 
consultant on the company’s cen- 
tral staff for advertising and sales 
promotion. 


“But advertising is still a decade 
behind engineering, and it must do 


a better job,” he declared. 


& “Automation is not nearly as 
great a challenge to labor as it is 
to the advertising man. Unless ad- 


vertising begins doing a better 


He plans to move his wife and 


|mingham as he takes over one of) 


Listen-for-Loot | 


NOW WATCH WHAT HAPPENS—Unidentified dealer at the Chicago Auto 
Show takes prospect for a tryout in the latest of promotional toy 
autos—Pontiac’s Junior Star Chief. The one-third scale model will 


marketing assignments | hit 5% mp.h. and go 12 miles on a battery charge. Produced by 
: 


Silvestri Art Mfg. Co. for sales promotion duty, the car is also being 
retailed—for $475. 


Ratings Promotion 
Dies in Milwaukee 
MILWAUKEE, Jan. 13—Some gim-| WasnincTon, Jan. 12—The Sen- 
micks used to whoop up the au-/ate small business committee 
dience ratings of a few Milwaukee charged today that the Federal 
radio stations are out the window | Trade Commission is paying too 
as a result of a conference here| much attention to misleading ad- 
with the Better Business Bureau. | vertising cases, and even in its 
The bureau got into the situation | handling of these cases it is con- 
after complaints in December ques-| centrating on petty offenders and 
tioned the propriety of a series jetting the big fellows get away. 
of broadcast “house ads.” In these) Noting that the commission 
ithe listeners were advised that if | spent $1,500,900 on enforcement of 
they were called in a rating survey|false advertising laws this year, 
it would “pay” them to say they} and $2,000,000 on anti-trust work, 
were listening to the station spon-| the committee in its annual report 
|soring the commercial. to Congress said it feels there 
| The promotion started with one | ought to be a ratio of $10 spent 
station and then spread to tw0/ fighting monopoly for every dollar 


others which claim they took up the 
idea in self defense. The stations 


| involved were WOKY, WEMP and 


Richard E. Forbes 


pre-selling job, industry will have 
goods running out its collective 
ears. 

“Advertising is but a part of the 
over-all distribution system, but I 
must say it has not kept up with 
the pace.” 

Mr. Forbes has no apprehension 
about entering the highly compet- 
itive automotive world. He thinks 
he has something constructive to 
offer. 

“Sure, I’m green as grass in the 
automotive field,” he said. “But the 
judgment and advertising philos- 
ophy I have to offer will not be 
green.” 

He would not disclose what, if 
any, plans he has to change the 
Chrysler advertising setup. 

“I’ve been hired to have general 
supervision over all corporation 
advertising and sales promotion 
activities and to coordinate the 
ad and sales promotion programs 
of the divisional staffs,” he ex- 
plained. 

He believes many advertising 
dollars are not doing 100¢ worth 
of work. 


@ “Advertising is essentially a 
company’s message to the con- 
sumer,” he explained. “That mes- 
sage must reflect more than just 
words; it must carry a realistic 
message.” 

Admittedly preferring the 
printed over the spoken word, Mr. 
Forbes feels there never wiil be a 
substitute for the daily newspaper 
as an advertising medium. 


“But radio and television def-. 


initely have their place in the 
over-all piciure,” he hastened to 
add. Mr. Forbes bemoaned the ex- 
pense of television. He doesn’t 


grams gives sufficient product 
identity. 

“At best advertising is only a 
pseudo-science,” he said, urging 


WFOX. 


® According to Richard Jordan, 
general manager of the Better 
Business Bureau, the ratings pro- 
motions were worked this way: 
The station would announce that 


Station Blank.” 

Persons who said they were 
listening to one of these stations 
when a station canvasser tele- 
phoned them were told they had 
won a prize. In one case, the 


a $5 merchandising certificate. 

If they said they were not listen- 
ing, Mr. Jordan told AA, the caller 
would say, “That’s too bad. You 
could have won an award.” One 
result of this would be to get the 
populace so oriented that it would 


an actual rating service canvasser 
called. 


® Mr. Jordan called a conference 
of representatives of all seven Mil- 
waukee radio stations after getting 
complaints on the promotions. The 
stations carrying them agreed to 
stop as of Jan. 7. 

In addition, another meeting of 
representatives of all the stations 
was set for Jan. 23. At that time 
the group will draw up standards 
of practice for local broadcasters. 
The BBB will circulate these and 
help to maintain them, it said. 


Doane Forms Farm Panel 
Doane Agricultural Service Inc., 

St. Louis, a farm advisory organi- 

zation, has formed a panel of 2,000 


representative farm families to an- 
swer marketing questions of 
American business. The perman- 
ent sample, according to Doane, 
|has been selected in accordance 
with 1954 census data breakdowns. 


| 
Factors to Bauer & Tripp 


you could win cash or a prize or| 
that “It will pay you to listen to| 


award was $1 in cash; in another, | 


mention a particular station when | 


|spent on deceptive practices. 

| “So long as a trace of gullibility 
remains in human nature, purvey- 
ors of dubious products will al- 
ways hawk their wares in the na- 
| tional market place until consum- 
er common sense or some official 
agency calls a halt,” the report 
said. 


® “False advertising and decep- 
tive practices are the equivalent of 
economic juvenile delinquency. To 
campaign against this type of pet- 
ty larceny to the neglect of such 


major economic crimes as re-| 


straints of trade on a nationwide 
| basis, competition-lessening merg- 
'ers, exclusive dealing contracts 
| which tend to make sharecroppers 
out of once independent business 
men, and all forms of price dis- 
crimination becomes, in the belief 
of your committee, a serious mat- 
ter of misplaced emphasis.” 

The report also said that FTC 
|seems to have a predilection for 
shying away from tough advertis- 
|ing cases, while bearing down on 
| bait advertisers, and other pur- 
veyors of nostrums who might 
better be left to others, such as the 
Food & Drug Administration, the 
Post Office Department or local 
| officials. 


® Particularizing on “tough” ad- 
vertising cases which it feels FTC 
shied away from, the committee 
said it had in mind the case of 
recent gasoline additives marketed 
by the major oil companies, “about 
whose merits there is wide diver- 
gence of opinion even among pe- 
troleum technicians. 

“Similar,” the report continued, 
“has been the commission’s hands 
off attitude toward products con- 
taining chlorophyll, of which hun- 
dreds of millions of dollars’ worth 
have been sold to the public on the 
|basis that chlorophyll possesses 
,|magic power to eliminate objec- 
| tionable odors.” . 


® The committee pointed out that 


Senate Group Says FTC Spends Much 
Time on Bait Ads, Little on Anti-Trust 


|anything to do with deodoriza- 
tion.” 

Noting that the commission and 
other agencies “rarely display any 
hesitation” in landing on small 
business men “on all fours,” on 
the basis of Bureau of Standards 
reports, the committee said it “is 
impelled reluctantly to the conclu- 
sion that, with respect to deceptive 
practices and misleading advertis- 
ing, any company wishing to mar- 
ket a product of dubious merit 
without interference had better be 
big.” 


® The committee’s tabulation of 
|court cases testing the fair trade 
laws showed that fair trade has 
been upheld in 15 states, and over- 
thrown only in one, although non- 
signer clauses have been ruled out 
in four other states. 

On the other hand, the report 
said fair trade prices are being 
unheeded by a growing army of 
discounters. 

“Notwithstanding vigorous ac- 
tion on the part of some manufac- 


turers to enforce their fair trade) 


process, discounting continues un- 
abated.” 

But the growth of discount 
| houses has served to stimulate in- 
| terest in fair trade and tended to 
| point up its weaknesses, the report 
| said. 
|@ The committee said anti-trust 
| investigations by the FTC and the 
Department of Justice were fac- 
tors which discourage cross-cou- 
poning. 

While Federal Trade Commis- 
sion Chairman John Gwynne has 


questioned practices are of a novel 
character, not specifically prohib- 
ited by statute,” the committee 
said facts gathered in the commis- 
|sion’s investigations in the soap, 
flour and food industry are being 
reviewed for evidence of illegal 
trade restrictions. 

The report said that the two 
‘most important developments 
which have restrained couponing 
have been: 

1. The decision of grocers to re- 
deem coupons for cash. 

2. Elimination of “householder” 
mail service by the Post Office 
Department, which forced coupon- 
ers to go to the expense of indi- 
| vidually addressing all their third 
|class mail. 


Serkowich Elected V. P. 

Joe H. Serkowich has 
elected a v.p. of Aubrey, Finlay, 
Marley & Hodgson, Chicago. Mr. 
Serkowich is an account executive 
in charge of the group on the in- 


Factors Corp. of America, Phila-| FTC had available to it a circular | dustrial power division of Interna- 
think joint sponsorship of pro-|delphia financing and factoring| of the National Bureau of Stand- tional Harvester Co. account. He 


specialist, has appointed Adrian ards dated April 17, 1950, on “con- 
Bauer & Allan Tripp, Philadelphia,|trol of orders,” which said “we 
to handle advertising and public|have no reason whatever to be- 
relations. lieve that chlorophyll ever has 


joined the agency in February, 
1955, from Westinghouse Air Brake 
Co., where he was director of ad- 
| vertising and publicity. 


cautioned the committee that “the| 


s Mr. Shaw has been in the pub- 
lishing field for 54 years, having 
started in 1902 with the Pittsburgh 
Dispatch, where he was advertising 
manager at one time. He was one 
of the founders of Shaw-Cassidy, 
Pittsburgh agency, later a partner 
|in the MacManus Co., and eastern 
|advertising manager for Ford Mo- 
tor Co., and eastern district sales 
manager for Sears, Roebuck. 

Mr. Crane has been associated 
with the infant wear industry for 
many years. He will retain the 
publishing company’s name, prop- 
erties and personnel. 


Clyde Blair, with 
‘Popular Mechanics’ 
49 Years, Dies at 72 


Cuicaco, Jan. 13—Clyde S. 
Blair, 72, advertising salesman for 
Popular Mechanics for 49 years, 
died yesterday at Deerfield Beach, 
Fla., where he was vacationing. 

Before he joined Popular Me- 
chanics, Mr. Blair for six years 
had served on the advertising 
staffs of the Chicago Tribune, the 
old Record-Herald, Examiner, and 
the Evening American-Sunday 
Examiner. 

His Popular Mechanics territory 
included Chicago, the St. Louis 
and Kansas City areas and other 
sections of the Midwest. 

Two of his four sons also are 
advertising men: Gordon Blair is 
director of advertising of Popular 
Mechanics’ foreign editions; Cal- 
vin Blair is a member of the 
Chicago Sun-Times advertising 
staff. 


GEORGE L. HAWKINS 

San Dieco, Jan. 10—George L. 
Hawkins, 40, exec. v.p. and general 
manager of Barnes Chase Co., died 
here Dec. 25. He seemingly had 
been making a successful recovery 
from major surgery when he re- 
entered the hospital in mid-No- 
vember. 

Mr. Hawkins was a native of 
San Francisco but was educated in 
| Kirkwood, Mo., where his family 
|had moved. He was a graduate of 
|the school of journalism of the 
| University of Missouri and entered 
the advertising field in St. Louis. 
| He worked on ad accounts includ- 
ing Hipolite marshmallow whip, 
| Quick Elastic starch, Capps cloth- 
|ing and Southern Comfort. 

After World War II service, he 
came to San Diego and, in Septem- 
ber, 1948, joined the staff of Barnes 
Chase Co. He was made a v.p. in 
1951, a director in 1953 and exec- 
| utive v.p. of the company in April, 
| 1955. 


FRANK L. HOXIE 

Boston, Jan. 10—Frank L. Hoxie, 
74, retired Boston advertising ex- 
ecutive, died Dec. 31 at Pratt Diag- 
;nostic Hospital after a short ill- 
‘ness. A resident of Cambridge, he 
had been with the old Sampson & 
Murdock Agency from 1927 to 
| 1952, when he retired. 


Babcock Adds ‘Playboy’ 

A. S. Babcock & Co., San Fran- 
cisco, has been appointed sales 
advertising representative in the 
San Francisco area for Playboy, 
| Chicago. 
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Advertising Age, January 16, 1956 
Smith Amplifies 
Comments on AMA 
Motivation Panel 


New York, Jan. 12—Prof. George 
H. Smith, professor of psychology 
at Rutgers University and con- 
sultant to Dancer-Fitzgerald-Sam- 
ple, said today that “motivation 
research is here to stay because 
it’s practical and useful.” 

In a statement to ADVERTISING 
Ace, Prof. Smith defended the use 
of psychological techniques in 
market research. He issued the 
statement, he said, because he felt 
that AA’s report on his remarks 
before the recent American Mar- 
keting Assn. conference conveyed 
the “wrong impression of the spirit 
of the meeting.” 

At this meeting, Prof. Smith| 
hooked up with Arthur Koponen| 
of J. Walter Thompson Co. in a 
debate on the use of projective 
techniques (AA, Jan. 9). Several 
members of the audience criti- 
cized the “sloppy” motivation re- 
search being done in advertising. 


® Prof. Smith said today: 

“The point we need to stress is 
that a vast amount of good, solid 
motivation research is being turned 
out by qualified people in agency 
and client research departments, 
and by reliable consulting firms. 
However, there is some sloppy 
work in this as in any field of re- 
search—I emphasized this danger 
in my book in 1954—but this does 
not invalidate the good work.” 

Calling for “serious and dispas- | 
sionate” consideration instead of 
“the gladiatorial stance,” Prof.| 
Smith pointed out that some moti- 
vation research studies use no pro- 
jective techniques at all. On the) 
other hand, he added, some studies | 
do use simple devices such as word | 
association, sentence completion | 
and cartoons. 

“These often turn up useful, in-| 
teresting results,” he said. “They | 
can be used on large or small sam- 
ples, like any other interviewing 
techniques.” 

Prof. Smith said there is no 
practical point to dwelling on the 
shortcomings of the Rorschach and 
other personality tests, since “very 
little use” has been made of them 
in marketing studies. 


® On the question of samples, Prof. 
Smith said it is not clear yet 
that motivation research requires 
as large a sample as conven- 
tional market research. “There is 
some reason to believe,” he said, 
“that certain psychological varia- 
bles flow rather uniformly along 
a given social stratum (say, middle 
income housewives), so that wher- 
ever we dip into the stream we get 


tion.” 

“I am convinced,” Prof. Smith 
concluded, “that the controversy 
over motivation research which 
seems to be flaming at the moment 
is partly a journalistic creation and 
that, even now, steady progress is 
being made toward putting motiva- 
tion research on a sound footing 
and projective techniques in their 
proper perspective. 


“Some of this basic research is 
being done by advertising and | 
marketing people themselves; oth- | 
er phases of it are being done in 
university settings. I am for both 
types of basic research. I do not 
think anyone has a monopoly on 
gathering facts and testing hypoth- 
eses.” 


Ad Week Kit Available 

The National Advertising Week 
Committee, headed by Robert W. 
Sarnoff, has prepared a kit of ma- 
terials for all types of advertising 
media to promote the week, Feb. 
19 to 25. The campaign material is 
offered to all media without re- 
striction or obligation by the Ad- 
vertising Federation of America, 
250 W. 57th St., New York. 


Last Minute News Flashes 


Foote, Cone Gets Hiram Walker's Vodka 


Detroit, Jan. 13—Hiram Walker Inc. has moved its vodka advertis- 
ing from C. J. LaRoche & Co., New York, to Foote, Cone & Belding, 
Chicago. Foote, Cone already handles Walker’s Deluxe, Imperial and 
Meadow Brook whiskies. It is understood LaRoche will retain its other 
Walker brands. 


Edison Electric Plans $1,000,000 Push Via F&S&R 
New York, Jan. 13—Edison Electric Institute has named its first 
agency, Fuller & Smith & Ross, and will launch a $1,000,000 drive 
aimed at getting consumers to modernize their home wiring. Ads will 
run in Better Homes & Gardens between May and November; news- 


papers and NBC’s “Home” and “Today” shows will be used. A $100,- | 


000 contest will be part of the promotion. 


McCann Will Form Company to Handle PR 


New York, Jan. 13—McCann-Erickson is expected to announce short- | 


ly the formation of an affiliate called Communications Counselors Inc. 
which will take over the agency’s public relations and publicity activ- 


ities. Frank K. White, chairman and. president of McCann-Erickson | 
International, will be chairman of the new company. W. Howard 


Chase, v.p. for public relations, will be president of Counselors. 


Ronson Campaign Promotes Barbecue Lighter Fuel 


NeEwakRK, Jan. 13—To tap the growing outdoor barbecue market, 
Ronson Corp. will introduce a fire-starter igniting fuel this spring. 
Ads for the 59¢ pint will start in the March Sunset, to be followed by 
May-June insertions in American Home and Life and a bigger drive 
in the summer. Norman, Craig & Kummel is the agency. 


Ney Leaves ‘This Week’ to Rejoin Ayer 


New York, Jan. 13—Richard T. Ney, former Cleveland manager 
of This Week Magazine, has rejoined N. W. Ayer & Son after an ab- 
sence of 15 years, as a service representative in the agency’s New York 
office. Before joining This Week he was advertising manager of War- 


|ing Products Corp. 


Drake Is Now Hearst V.P. for ‘Harper's Bazaar’ 


New York, Jan. 13—Fred Drake, recently elected a director of the 
Hearst Corp., New York, has been named v.p. for Harper’s Bazaar 


/and will act in an advisory capacity for that magazine. Robert F. 


MacLeod, formerly general manager of Harper’s Bazaar, has been 
named publisher, succeeding Mr. Drake. 


Lipton Sets Push for Pea Soup Mix 


HOBOKEN, Jan. 13—Thomas J. Lipton Inc. will introduce its new 
green pea soup mix via a $50,000 contest in February issues of Family 
Circle, Good Housekeeping, Western Family, Woman’s Day, Woman’s 
Home Companion and 34 Sunday supplements. On radio and tv it will 
use “Arthur Godfrey’s Talent Scouts” show. Young & Rubicam is the 
agency. 


Dowd, Redfield Gets NBC Film Account 


New York, Jan. 13—Dowd, Redfield & Johnstone has been named 
to handle advertising for the NBC film division effective immediately, 
because it wanted more attention than it was getting as a part of the 
over-all NBC account. Grey Advertising Agency continues to service 
the rest of the network’s account. Dowd, Redfield also was named by 
David Kahn Inc., North Bergen, N.J., to handle Wearever pens and 
pencils. E. T. Howard Co. is the previous agency. 


Cook Names Allmayer, Fox; Other Late News 


e Cook Chemical Co., maker of Real-Kill insecticide, has appointed 
Allmayer, Fox & Reshkin, Kansas City, as its advertising agency. The 
company plans a $1,500,000 campaign this year, reportedly the largest 
in the insecticide industry and running mostly in newspapers, offering 
$25,000 to anyone who presents a household bug that Real-Kill can’t 
kill. Henri, Hurst & McDonald, Chicago, is the previous agency. 


e John Holzapfel, formerly senior research consultant to the sales de- 
partment of the Bureau of Advertising, ANPA, New York, has been 
named an account executive on the eastern sales staff. 


e Howard B. Rasmussen, recently appointed director of industry rela- 
tions, eastern division, Outdoor Advertising Inc., New York, has been 
elected a v.p. Formerly director of outdoor advertising for Geyer Ad- 
vertising, he joined OAI early this month. 


e A. C. Nielsen Co., Chicago, has signed its first network subscriber 
for the 1956 broadcast coverage study—CBS Television. A few agen- 
cies and several stations already have contracted for this radio-tv cir- 
culation measurement study. 


e Arieen B. Cook, formerly assistant to the president of the Wexton 
Co. and advertising-promotion director for J. J. Little & Ives Co., has 
been appointed promotion manager of Clopay Corp., Cincinnati, man- 
ufacturer of Clopane plastic window shades, accordion doors and 
packaging film. 


e Dufine-Kaufman, New York agency, and E. P. Lawson, New York 
manufacturer of paper cutting and binding equipment, have an- 
nounced termination of their eight-year relationship by mutual and 
“completely amicable” agreement, effective Feb. 1. Lawson will ap- 
point Zlowe Co. as its new agency. 


e@ Knickerbocker Mills Co., New York, spice importer and distrib- 
utor, has appointed Blaine-Thompson Co., New York, to handle ad- 
vertising, merchandising and public relations. James Gray Inc. is the 
previous agency. 


e Frank Healy, general manager of the Assn. of Canadian Advertis- 
ers, and Pat Freeman, managing director of the Canadian Assn. of 
Advertising Agencies, spent last week in New York in discussions 
with the Advertising Council, the Four A’s, ANA and media groups. 
The object of the exploratory meetings was to determine the practica- 
bility of an advertising council for Canada. 


e Retail food store sales hit a new record in 1955—$42.3 billion, or 4.7% 
over '54, Food Field Reporter and Food Topics have reported in a 
joint release. Biggest sales increases were made by chain grocers with 
a 6.3% gain. Independent grocers had a 4.8% rise. Specialty stores 
were up 1.1%. 


| complaint. 


MRS. MURIEL ATKINSON has been 
named advertising manager of H. 
W. Gossard Co., Chicago maker of 
women’s foundation garments. Pre- 
| viously she was with Macy’s in San 


Francisco, where she was division- 
al ad manager. 


FTC Says Tire, Oil 
Companies ‘Deal’ to 
Push Tires in Ouitlets 


eral Trade Commission today 
went after contracts which give 
major oil companies an overriding 
commission for “influencing” their 


line of tires. 

Three oil companies and three 
tire companies are named in the 
They are Goodrich, 
Goodyear and Firestone, and Texas 
Co., Atlantic Refining Co. and 
Shell. 

In addition, each tire manufac- 
turer is alleged to have entered 
into the same contracts “with other 
oil companies.” For example, 
Goodrich reportedly has agree- 
ments with five companies other 
than Texas. 


® The commission says that “com- 
petitors of the tire manufacturers 
are foreclosed from service station 
markets involved; station operators 
and distributors are deprived of 
freedom of choice, and the public 
is deprived of the benefits of free 
competition.” 

The contracts, FTC adds, provide 
for override commissions of from 
5 to 10% on net sales in return 
for “influence and aid” in promot- 
ing sales in this “large and im- 
portant market.” 

“Ostensibly operated as inde- 
pendent businesses,”’ the complaint 
alleges, “the service stations and 
distributors are under the control 
of the oil producers.” This control, 
the complaint maintains, “is in- 
herent in the power” the produc- 
ers have through “contracts of em- 
ployment, leases, purchase con- 
tracts, credit card contracts and 
franchises.” 


IXL Names Biow 

IXL Food Co., San Leandro, Cal., 
has named Biow-Beirn-Toigo to 
handle advertising of the specialty 
food products it packs and distrib- 
utes in the West. 


0 


JOHN E. CRAIN has been named 
manager of the new San Francisco 
office opened by Heintz & Co. Mr. 
Crain formerly was Pacific Coast 
manager, plans department, of 
Hearst Advertising Service. 


WASHINGTON, Jan. 13—The Fed-| 


service stations to handle a favored | 


73 


Strike Ending, 
Detroit Dailies 
Set Resumption 


Detroit, Jan. 13—Settlement 
has been reached on the strike be- 
tween the three Detroit daily 
newspapers and three unions, 
which has kept the plants closed 
since Dec. 1. Contract negotiations 
| scheduled for Saturday were being 
‘rushed with three other wnions, 
while the memberships of the 
striking unions which have 
reached agreement meet to ratify 
the accord. There was little like- 
lihood that the members would re- 
ject the settlement. 

The Detroit Free Press and 
Detroit News were making prep- 
arations to resume publishing as 
early as Monday. The Free Press 
Thursday began calling back its 
| laid-off editorial staff. The Detroit 
|News did not lay off its editorial 
‘or business office workers. 

The Detroit Times called back 
its editorial workers and then no- 
tified them to ignore the call back 
notice. No explanation was given 
for the turnabout. 
| Friday night the teamsters ad- 
mittedly were unhappy over the 
offer of the papers. They negotiate 
separately rather than on a city- 
wide contract with the Detroit 
Newspaper Publishers Assn. 


® Settlement with the three strik- 
|ing unions—stereotypers, mailers 
and printers—was_ reached 
through a two-year contract term- 
inating Nov. 30, 1957, and a $3.75 
| weekly pay hike, with another 
$2.75 to be instituted Dec. 1, 1956. 
| Pending ratification, no explan- 
ation was given on how the juris- 
dictional issue over photo compo- 
sition was resolved. The print- 
ers, photo engravers and guild 
claimed jurisdiction. The news- 
papers had assured the unions 
| they did not plan to use the pro- 
| cess during the life of any contract 
|agreed upon. 

The unions which have not 
reached a complete agreement do 
not have strike sanction from their 
international boards and were not 
expected to bar the return to pub- 
| lication. 
| Approximately 5,000 Detroit 
| newspaper workers were affected 
|by the shutdown of the papers, 
caused when the _ stereotypers 
struck in a dispute over color and 
pre-date work. 


‘Chicago Tribune’ 
Ad Revenue Reached 
$63,000,000 in ‘55 


Cuicaco, Jan. 11—The Chicago 
Tribune announced this week that 
its advertising revenue for 1955 
totaled $63,000,000, which it says is 
the largest dollar volume of adver- 
tising ever placed in a single news- 


} 


»| paper in any year. 


J. Howard Wood, v.p. and gen- 
eral manager of the Tribune Co., 
reported that other properties of 
the company also did well in ’55. 

“Our sister newspaper, the New 
York News, made notable gains in 
circulation and advertising and 
|completed a large part of its $12,- 
/000,000 press replacement pro- 
| gram,” Mr. Wood said. 

“Our Canadian newsprint com- 
panies made new production rec- 
ords in both the Ontario and 
Quebec mills,” he continued. 

“Our television and radio com- 
panies in Chicago and New York 
showed substantially improved re- 
sults, as did our shipping line, 
which recently added the 10th and 
1lth ships to its fleet...” 

The Tribune also reported that 
its daily circulation is now 928,- 
673. 
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Rates: $1.25 per line, minimum charge $5.00. Cash with order. 
lines (maximum—two) 30 letters and spaces per line; 
line. Add two lines for box number. Copy deadline, 


Figure all cap 
upper & lower case 40 per 
Chicago office, Wednesday 


noon 5 days preceding publication date. Display classified takes card rate of 
$15.50 per column inch, and card discounts, size and frequency apply. 


SEE AT IY ARE BSE TAI SOIR it 


HELP WANTED 


ATTENTION POTENTIAL PUBLIC 
RELATIONS MEN 
We are a mid-west manufacturer. We are 
expanding our public and employee re- 
lations activities. We are looking for men 
to work both in headquarters and plants 
in Tennessee, Indiana and Ohio. The type 
of men we want have worked on small 
or medium size dailies or they have cov- 
ered all types of stories. They should 
also preferably Gone some free-lance work 
and it might be helpful to be able to 
use a camera. They should like people, 
be interested in people and be interested 
in helping them. The job will call for 
preparation of institutional advertising, 
plant magazine, and preparation of news 
stories. It is a challenging opportunity. 
Write Box 7996, giving full particulars 
with first letter, and samples later. 
Advertising Age 
200 E. Illinois St., Chicago 11, Iilinois 
WANTED: QUALIFIED PROMOTION- 
COPY WRITER 
Established business paper publishing 
company with three publications has 
opening for promotion man who can take 
an idea and make it live in words. Long 
experience not as important as aptitude 
and interest. Write giving details of 
experience, etc. Ewing W. Graham, Put- 
man Publishing Company, 111 E. Dela- 
ware Place, Chicago i1. 
Have wonderful opportunity for a really 
terrific space salesman. New York and 
Eastern Territory. 3 related business 
monthlies. Salary $7,500 plus commission 
with excellent potential and opportunity. 
Give full details. 
Box 7997, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
ARTIST, LAYOUT MAN—Growing North 
Central Ohio Agency has opening for 
fast, versatile creative man to round out 
art department. The right man is as- 
sured an excellent future. Send complete 
resume in confidence with first letter. 
Box 7979, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS - PLACEMENTS 
209 S. State Ha. 7-1991 Chicago 


HELP WANTED 


HELP WANTED 
ADVERTISING 
SPACE REPRESENTATIVE 
Mid-west territory. Splendid opportunity 
for man with proven sales ability to earn 


|} over $10,000 annually. We offer a $7,000 


drawing account against earned commis- 
sions. Apply by letter only. State com-| 
plete experience, earnings, age, education, 
references, etc. Write, W. R. Buell, THE 
ROTARIAN, 1600 Ridge Avenue, Evan-| 
ston, Illinois. 


ASSISTANT ADVERTISING MANAGER 
A challenging position in an aggressive, 
“leader-in-it's field” company in south- 
western Ohio is open to a man with good 


| qualifications. Husky company growth has 


made this job available for someone fam- 
iliar with printing processes, copywriting, 
the preparation of 4-color catalogs, dealer 
aids, newspaper mats and mailing lists. We 
want a person who can work easily with 
our sales force, agency, graphic arts sup- 
pliers, and others. A resume of your quali- 
fications, experience, age, salary expected 
and a snapshot will be held in strict con- 
fidence. 
Box 7985, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
DO YOU WRITE 
TV COMMERCIALS? 

We want to add another young man (or 
young woman) to our staff to write and 
produce TV commercials, live and film. 
Chiefly, you have to be a good writer and 
love it. Excellent opportunity with well 
known Chicago Agency, and salary com- 
mensurate with your ability and experi- 
ence 


Box 7999. ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
BARNARD’'S ALERT EMP. SYSTEM 

NATIONWIDE 
BE SURE AT BARNARD'S 

Adv. Art Publ’g Research | 

WA 2-2306 202 S. State Chicago 

Advertising salesman for one of leading 

business publications. This is unusual 

oppty for young man (under 30) with | 
few years agency or selling exp. He will | 
work on liberal salary, year or two; then | 
straight comm. with no ceiling on earn- | 
ings. Interviews in Chicago week of Jan. | 
16. 


Box 8010, ADVERTISING AGE 
200 E. Mlinois St., Chicago 11, Mlinois 
ALL IS GRIST 
which comes to our mill. 

Lila Molene 105 W. Adams St. 
ANdover 3-4424 Chicago 3, Il. 
PUBLIC RELATIONS 
National midwest firm has need of ca- 
pable man to assume responsible position 
in public relations department. Age 25-35 
best suited. College background and two 
years of experience required. Experience 
hould include news writing, speeches, 


FELLOW (Small) PUBLISHER: Are you too 
beating your head —- a4 Lal 
hav zine or two w 
Sre-bus 6 favure hampered by insuffi- 
ite 


other. mt cos 
talk it over and find 
ted in Chicago. 
ADVERTISING 
jeago 11, Tlino 


erally benefit each 
of us a nickel to 
this makes sense. Loca’ 
me a_ line at Box 67 
200 EF. Iilinois 5t., 


Drop 


AGE, 
is. 


MANUFACTURER 
WANTS 
AGENCY 


We're looking (closely) for an agency with 
fresh, vital, pertinent ideas—that sell! 
We manufacture cosmetics and toiletries, 
primarily distributed in the Negro Market. 
We're the biggest in our market now, we're 
looking to get bigger. This won't be a 
million dollar account, it’s closer to 100- 
thousand. It will grow. If you've got cos- 
metic, food or allied experience, if yo ‘re 
at home with regular and direct selling 
methods, if you can be as interested in 
promoting sales and sales promotions as 
you can be in placing space and time and 
creating ideas. write: 
Box 663 ADVERTISING AGE 

200 E. Illinois Chicago 11, Illinois 


features and press contact. Knowledge of 
photography helpful. Send resume includ- 
ing salary desired in first letter. 
Box 8011, ADVERTISING AGE 
200 E. Tilinois St., Chicago 11, Mlinois 
WANTED 
OFFICE MANAGER 
FOR ADVERTISING AGENCY 
Have you ever managed an advertising 
agency office or could you? What is 
your experience hiring and supervising 
personnel? Do you know advertising pro-— 
cedure and systems, and advertising pro- | 
duction? Write us if you think you and 
your experience fit our requirements. 
Box 7998 ADVERTISING AGE 
200 E. Mlinois St., Chicago 11, Illinois 


“Our 45th Year” 


RADIO TV COPY $18,000 


ACCT. EXEC. steel exper. ...$ 
ACCT. EXEC. gas exper. ....$ 
A.E. electronics $ 
TV PROD., agcy./sta. exp...$ 
GLADER CORPORATION 
“The Agency's Agency” 
Stanley D. Koch, Dir. Adv. Div. 
110 S. Dearborn CE 6-5353 Chicago 


again! 


Research Opportunity 


Solid Southern 4-A Agency has opening for young 
man with 1-3 years agency research background. Some 
experience with food clients, Nielsen, MRCA, con- 
sumer surveys helpful. BUT—we are mainly seeking 
a man with the kind of initiative it takes to tackle a 
job from zero and keep going on his own—a man who 
doesn’t cry “Uncle” easily—a man who asks for a 
push only when he’s absolutely out of gas. You won't 
be a specialist; you'll have a crack at a wide variety 
of research. You'll rub shoulders with a number of 
men who have come from top Chicago and New York 
agencies to join us—and try to get one to move North 


Send complete resume in confidence to 


Howard E. McDonald 
Fitzgerald Advertising Agency 
Lee Circle Building, New Orleans, La. 


| Apply to. 


| tor, Meldrum & Fewsmith, Inc. 1220 Hu- 


Man or Woman with some experience in | 
magazine production and makeup. Ability 
to write, knowledge of engraving and 
printing helpful. 
Woodall Publishing Company 
Trailer Travel Magazine 
121 W. Wacker Drive 
Tel. Fr. 2-9281 Mr. Westberg 
ARTIST - PHOTO RETOUCHER 
Experienced in Color and Black & White; 
familiar with dye toning. Excel. oppor- 
tunity for qualified man. Permanent po- 
sition with long established Chicago studio 
working on top national accounts. 
Box 8023, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


Executive Secretary with agency experi- 
ence. Must be 30-35 and qualified to fill | 
position of secretary to manager of na- 
tional AAAA Chicago agency. Excellent | 
salary. Loop location. 
BOX 8022, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Tl. 


There is a sales position available in the | 
New York office of Advertising Age for | 


an alert, young man in his late 20's or } tising follow-thru. Phone his present em- | trial] 
| early 


30’s. There will be a moderate 
amount of traveling and a car is desirable | 
but not necessary. 

. Jack C. Gafford, 480 Lexing- 
tion Ave., Phone Plaza 5-0404 for an ap- 
pointment. 

If you are frustrated in your cubicle, 
here’s a chance to participate in every as- 
pect of agency operation! Basically, we 
need a combination copy-idea man, who 
can do rough layouts of every kind and 
who can write newspaper, farm paper, 
magazine, radio and TV copy. With or 
without agency experience must have 
heart set on agency career. You'll spend 
your days writing copy, but you'll also 
get the “feel” of production, account 
handling and every other phase of agency 
operation in this small, successful 10-year 
old Midwest agency. Chance to grow with 
us or use us as a stepping stone to bigger 
things. Write us a good letter. Interviews 
in Chicago week of January 22. Airmail 
to Harold E. Flint, Harold E. Flint & 
Associates, 615 Second Ave. No., Fargo, 
N. Dak. 


FOOD COPYWRITER 
ASSISTANT ACCOUNT EXECUTIVE 
Exceptional opportunity for man with 
food copywriting background. Prefer man | 
under 35. Salary commensurate with age 
and experience. Send resume and full 
details in first letter to Personnel Direc- 


ron Road, Cleveland 15, Ohio. 


here’s your next 
CREATIVE ART DIRECTOR! 


He's an ‘“‘off the beaten track’’ thinker 
with @ constant flow of practicol ideas. 
A hard-driving combination creative man 
—art director with 16 yrs. broad experi- 
ence in all phoses of advertising ort. Cre- 
ates and art directs ads, ranging from 
hard-sell, direct result ads to modern, 
highly-styled ones—from b/w trade to 4- 
color national pages with equal facility 
a thusi is inh t good taste, 


sound judgment ond executive bearing 


POSITIONS WANTED 


Advertising Age, January 16, 1956 


POSITIONS WANTED 


MAJOR APPLIANCE ADVERTISING 
MANAGER OR ACCOUNT MAN 
Now available for White Goods Manu- 
facturer or its Agency. A successful his- 
tory of selling with a Distributor, field 
advertising and sales promotion with 
Manufacturers and as an assistant to VP 
of a major advertising agency forces me, 
at 32, to look for that specific position 
with the challenge demanding this com- 


| plete knowledge of Major Appliance In- | 


dustry. Will relocate. 
Box 8026, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Available. Responsbile, matured associate 
editor. Over a decade in weekly business- 
paper field. Knows reporting, interview- 
ing, rewriting, features, editing, picture 
stories, production, research—also house 
organs, newsletters, publicity and space 
selling. Wants managing editor post where 
he can capitalize drive, creative imagina- 
tion and know-how. Age 39. Salary $8,000. 

Box 7993, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
AGRICULTURAL SALES MGR., 15 yrs’ 
exp. sis, Mdsg. Advtg. P. R., Pub. Speak'g. 
Sis Meetg’s; Age: 38, Married, Coll. Vet 
Prefer NYC, NJ. or Conn. area. Top ref. 
Employed, NEED INCENTIVE! 

Box 8012, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
MAGAZINE PRODUCTION MANAGER 


| Due to internal change top notch maga- 


zine production manager available. Ca- 
pable of complete production and adver- 


ployer MUrray Hill 3-4723. 
DO YOU NEED ME 
Ten years experience with Leading Trade 


Magazine Publication. Pressroom 3 years; | 
Production Dept. past 7 years - layout of | 


magazine for best presentation, most eco- 
nomical production cost. Age 34. 

Box 8013, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 

ADVERTISING SALESMAN 

Experienced younger go-getter for top- 
notch publisher in N.Y.C. 

Box 8014, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


I'm Ready To Become 


(ASST) ACCT EXEC 

in growing agency or work for mfgr. 8 
years as acct exec in small retail agencies 
have taught me contact, selling, service, 
plans, research, merchandising, market- 
ing, media, radio and tv and print pro- 
duction. Solid experience in appliances, 
hardgoods, foods. Strong on merchandis- 


ing and contact, weak on copy but good 


follow thru on details and good all around 
background and ability. 29. B.A. mar- 


| ried. Box 8015 for resume. 


480 Lexington Ave., New York 17, N.Y. 
THIS MAN WRITES. He writes lush, 
quality prose. Seventeen years experience 
qualifies him to be ad manager, copywrit- 
er or publication writer. Why not get in 
touch with him today? Would prefer to 


|remain in Midwest. 


Box 8024, ADVERTISING AGE 
200 E. Miinois St., Chicago 11, Illinois 


Aggressive advertising and sales promo- 
tion man, about thirty. Ten years all 
around experience. Happily married. Two 
children. Presently employed hard lines. 
Want to become active member of a team 
where brains, energy, know-how and 
ambition will count and be recognized. A 
living wage of course but opportunity for 
future growth is more important than 
starting salary. 
Box 8017, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
RED HOT PROMOTION MAN 
10 YRS PUBLICATIONS, AGENCIES 
Fully creative prize winner - copy, art, 
admin, DM, all media. Detail happy, cost 
conscious! Cir - Adv - Sales Bdgrd. Ready 
now key spot; N. Y. area pfd. 
Box 8019, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
Young writer, photographer available for 
| copy writing, scripts or editorial work 
Experience includes film scripts, publicity 
| releases, advertising copy, photography, 
| layout. Chicago. Write to: John LaDuc, 
| 1029 W. North Shore Av., Chicago 26, Ill. 
ARTIST 
ADVERTISING AGENCY 
| Experienced layout man, under 35. Paste- 
| ups, some knowledge of type layouts; 35 
hour week, mid-town. 
Box 8021, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
EXPERIENCED SPACE SALESMAN 
| Seeks opportunity with progressive busi- 
ness paper. Excellent business and indus- 
background with wide contacts. 
| Outstanding personality & sales record. 
| Imaginative, resourceful, energetic, con- 
| scientious, responsible and a self-starter. 
Box 8020, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
_T WANT TO WALK IN THE SUN AGAIN 
| Tired of inside want Sales-Contact posi- 
| tion. 4 Yrs. all phases Adv. & Prom. plus 
Sales. Find Copy, Prod., Ideas, & Con- 
| tacts. Now employed but available. 27, 
MBA, Vet. 
Box 8025, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
|7 years idea-copy-man agency in city 
400,000. Income 1955 $9,006. Now prefer 
|to work with team. Make good visual 
roughs though basically copy. 17 years 
ad agency and dept. Adaptable, friendly, 
healthy. Age 41. Happily married. 2 young 
children. 
Box 8016, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


BUSINESS OPPORTUNITIES 
Test Sanders Dandy ABC 3 
Avon Herald News - Nunda News 
Livingston County Leader, Geneseo, N.Y. 
Tops in grass roots value 


| MISCELLANEOUS 
YOUR PRODUCT placed on National & 
Los Angeles Giveaway Shows at low cost. 
We also arrange film stars Endorsements. 
Write Roberts & Gail, 5880 Hollywood 
| Bivd., Hollywood 28, Calif. 

DESK SPACE AVAILABLE 
In a pleasant, private office on South 
Michigan Ave. Reasonable. For appoint- 
ment to see call DEarborn 2-3979 


CHICAGO OFFICE SPACE 


Near North Remodelled Town 
House. Entire Fourth Floor con- 
sisting of Five Offices. Automatic 
Elevator, Air Conditioned. Na- 
tional Sporting Goods Association, 
716 Rush Street. DE 7-3870 


will make him welcome at all your top- 
level discussions. Seeks agency thet be- 
lieves the right art director con help im- 
plement its growth ond will let him shore 
in its future. Age, a vital 39, married, one 
child. 


ADVERTISING AGE 
Chicago 11, til. 


Box 669 
200 E. Illinois St. 


The Midwest's 
outstanding placement 
service for Adv.- Art & 

allied fields. 

By appointment only 
59 E. MADISON + SUITE 1417 
CEntral 6-5670 = 


BIRCH 
* 


Executive 
Placement 
Counselors 


ONE WRITER IN SEARCH OF AN AGENCY 
HAS COPY IDEAS... IDEAS . . . IDEAS 


Creative writer. Idea man. As pre- 
view of promise will bring ad cam- 
paigns to interview. Result of six 
years as reporter-editor: nose for 
newness, eyes for ideas, ego for 
effectiveness. Write to— 

BOX 664 ADVERTISING AGE 
480 Lexington Ave. N. Y. 17, N. Y. 


AUDIT BUREAU OF CIRCULATION 
SUPERVISOR — TRAINEE 
Permanent position for woman 
with Audit Bureau of Circulation 
experience, detailed figure or 
Bookkeeping background to keep 
records and eventually assist in 
supervision of circulation depart- 
ment. Typing necessary. Call Mr. 
Hagman for more information 

and a resume of our benefits. 
ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
DElaware 7-5200 


480 Lexington Ave. 


SPACE SALESMAN 
LOOKING FOR NEW HORIZONS 
Currently employed as Advertising Manager. Record one 
of consistent gains. Ready to move where potential and 
payoff exist. If you have an assignment of interest write to 
Box 666, ADVERTISING AGE 


New York 17, N. Y. 


WRITER AVAILABLE 


My writing and research as editor for sev- 
eral top trade magazines have given me a 
broad background in marketing and pack- 
aging. I can dig up facts, produce new 
ideas, present them in interesting fashion. 
And I have had solid experience in all 
phases of editorial production. I believe 
I could be a valuable asset to the right 
New York adv. agency, PR firm or publi- 
cation. Minimum salary: $10,000. 
Box 659 ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


Walter Lowen 


PLACEMENT AGENCY 
* 


Headquarters since 1920 for 
ADVERTISING AND 


MARKETING PERSONNEL 
Executives @ C @ Art @ Office 
Public Relotions 


Please write bri 
mn ay Pd 
420 LEXINGTON AVENUE 
NEW YORK 17, N. Y. 

MU 9-2630 


Box 667 
480 Lexington Ave. 


OUTSTANDINGLY SUCCESSFUL TRADE PAPER EXECUTIVE 
WANTS CHANCE TO EASE PUBLISHER'S BURDENS! 


Young, energetic top advertising sales executive has already 
done noteworthy job in lifting virtually unknown trade 
books to positions near the top of their competitive fields. He 
can do same caliber of job for a progressive trade magazine 
Publisher who wants to “take life easier” while assuring con- 
tinued growth and success. Would like to discuss fair profit 
sharing arrangement, or possibility of modest investment. 


ADVERTISING AGE 


New York 17, N. Y. 


| 10 YRS — TV EXPERIENCE | 


Producer—Network Shows 

Director—Winning Awards 
Writer—Commercials—shows 
Idea Man—Commercial ideas 
WANTED—TV Agency Head 
Producer-agency 

or... 
Box 658 
ADVERTISING AGE 

200 E. Illinois St. 

Chicago 11, Ill. 
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ARE YOU QUALIFIED? 


ACC’T EXECUTIVE ...... $20,000 
Solid history in liances 

or related oe 

ACC’T EXECUTIVE ........ $18,000 


Heavy exp. in steel industry 
ACC’T EXECUTIVE 
Foods or related exp. 


sumer copy 
For these and other outstan 
advertising opportunities, 
contact in confidence 
George E. Pyikas 
Executive Advertising Consultant 
WABASH EMPLOYMENT AGENCY 
202 S. State St., Chicago 4, WAbash 2-5020 


TRADE PAPER FOR SALE 


Publication, being put out with 
left hand by publisher whose 
main interest is a group of 
papers in entirely different fields, 
on market. Because all executive 
attention is elsewhere, book is 
limping instead of galloping. So 
we wish to withdraw from field 
and offer property to some one 
with more energy and know-how 
than money on easy terms. 


BOX 665 ADVERTISING AGE 
480 Lexington Ave., N. Y. 17, N. Y. 


Fine, Fast, Fairly Priced Photography 


pics 


Photographers 


DEARBORN 2-1062 


187 N. LASALLE, CHICAGO = ILLINOIS 
PUBLICITY COMMERCIAL 
CONVENTION INDUSTRIAL 


ART SALESMAN 


Leading Michigan Ave. Studio is 
seeking established representative. 
Volume need not be great, but must 
show definite iy of growth. To 
clean-cut, intelligent, aggressive man 
we offer an exceptional opportunity. 
Box 661 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


MISTAKEN IDENTITY—On the right, meet Robert O. Fernald, director of 
marketing, National Lead Co., president of the New York chapter of 
the American Marketing Assn. In AA’s recent photo coverage of 
AMA’s Christmas party he was misidentified as Hudson Faussett of 
NBC. On the left, meet the real Mr. Faussett, producer and director 
of the party’s skit, “The Dope Peddlers,” a spoof of advertising and 
marketing execs which was the hit of the show for the 1,000 attend- 
ing. An NBC production starring Eva Gabor, it was written by Wal- 
ter Weir, Donahue & Coe v.p. 


‘Farmer’ Promotes Rinehart j 
John W. Rinehart has been pro- Lithographer Issues 


moted to assistant advertising) Policy ‘Insuring’ 


manager of the Kentucky Farmer 


and the Tennessee Farmer and) Quali 
Homemaker, Louisville. ty of Work 
Toronto, Jan. 11—Canadian 


|| Lithographing Co. has started out 


PUBLIC RELATIONS 
DIRECTOR 


Medium sized 4-A Advertising Agency in 
Midwestern city needs experienced PR 
man to head new department. Must be 
qualified to handle public relations and 
publicity for agency's industrial accounts. 
Write stating experience, education, 

and salary requirements. All replies held 


the new year with an unusual pro- 
motional program featuring “in- 
sured” lithography. 

With each quotation submitted 
to a prospective client goes an “in- 


in strict confidence surance policy” covering the entire 


200'E. Mlinols St, Chicago, ‘titnots contract. 
= 8 The “policy” insures that all 
AGRICULTURAL ART specifications laid down in the con- 
tinting: Sent” for “the “New || tract will be met or bettered and 


that delivery date will be met, that 
final prices will be exactly as quot- 
ed and that the over-all litho- 
graphing contract will measure up 
to the purchaser’s every require- 
ment. 


National magazine seeks young man 
who can give selling zip to its edi- 
torial headlines and captions. Copy 
writing experience desirable but not 
necessary. Reply with complete de- 
tails, including salary asked, in strict 
confidence. 


Box 668 ADVERTISING AGE 
480 Lexington Ave., N. Y. 17, N.Y. 


ADVERTISING PERSONNEL 
Employer—Employee 


Investigate 
our active confidential service 
Clem 


Betty 
DRAKE PERSONNEL, INC. 
228 S. State + HArrison 7-8608 © Chicage, Ill. 


ADVERTISING MANAGER 
FLORIDA 


Well-known manufacturer of indus- 
trial equipment has opening for cre- 
ative ad manager to locate in pleas- 
ant residential city in Central Flori- 
da. Working directly under division 
manager, this man must be capable 
of administering a medium-sized 
budget, working with agency and 
creating sales promotion program. 
Ideal spot for experienced man 
seeking Florida climate or young as- 
sistant ready to move up. Salary to 
start $6,000. Send complete resume 
to the McCarty Company, 430 Park 
Avenue, New York, N. Y 


MARKET RESEARCH 
DURKEE FAMOUS FOODS 


Position offers excellent op- 
portunities for a young man, 
preferably in his thirties, who 
has substantial market re- 
search experience with food 
products or related grocery 
items. 


If you have such experience, 
are willing to do moderately 
heavy traveling, to make your 
home in Cleveland, and if you 
want responsibility and op- 
portunity, please get in touch 
with me. 


Charles E. Brown, 1396 Union 


Commerce Building, Cleve- 
land 14, Ohio, Prospect 1-5121. 


The “policy” looks exactly like 
any other liability insurance policy 
except that it carries the name of 
Canada Lithographing as “insur- 
er.” It goes into effect the minute 
the purchasing order is issued and 
remains in effect until the contract 
is fulfilled. 


Philip Bash Named V.P. 
Philip E. Bash has been ap- 
pointed v.p. of Clinton E. Frank 
Inc., Chicago. He has been an ac- 
count executive of the agency 
for two years and previously was 


EXPANDING AGENCY 


We have a place on our team for 
another good writer—magazines— 
—_ papers — newspapers — radio 


If you like to work with a led 
effort on new business and serv- 
ing accounts, this may be your 
cogertenty. We now have care- 
fully picked staff—art production 
—copy. Man we desire must be 
able to write distinctive advertis- 
ing. Salary profit sharing event- 
ual stock ownership. 

Chicago agency. $2,000,000 billing. 

Box 671 ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


with Leo Burnett Co. 


Ontil we work for you, 


o---------------------------- 6 


2 On every job we dot 


(COLOR AND BLACK-AND-WHITE) 
co 


~ Thomas F Metirath: 
and Associates — 


/Kungsholm today at which Mr. 


Joe Barnett Feted 
As He Leaves ‘Puck’ 


Cuicaco, Jan. 10—The retire- 
ment of Joseph J. Barnett, Chicago 
manager of Puck—The Comic 
Weekly, after 43 years’ service 
with the Hearst organization, was 
the occasion of a luncheon at the 


Barnett was feted and presented 
with a gold watch by Robert P. 
Davidson, general manager of | 
Puck. 

Mr. Barnett started with the 
Hearst organization in Chicago in 


1913, serving on Cosmopolitan 
prior to his joining Puck. Some of | 
his former associates who attended | 
today’s affair were John J. Louis, | 
Needham, Louis & Brorby; James | 
T. Aubrey, Aubrey, Finlay, Marley | 
& Hodgson, and H. E. Christiansen, 
Christiansen Advertising Agency. | 

Richard E. Berlin, president of 
the Hearst Corp., William R. 
Hearst Jr., head of Puck, and John 
K. Herbert, publisher of the Amer- 
ican Weekly, sent telegrams to Mr. 


75 


Barnett which were read at the 
luncheon. 

Mr. Davidson announced that 
the new manager of Puck in Chi- 
cago is Don Grimason, who has 
been a member of the New York 
sales staff for the past six years. 


ABC Signs Ball Bros. 

Ball Bros. Co., Muncie, Ind., has 
signed for several five-minute 
segments weekly on “Breakfast 
Club” (ABC Radio) starting May 
21. Until June 28 the company 
will carry four segments weekly 
when it will cut back to three a 
week, returning to the four-a- 
week schedule on July 30. Apple- 
gate Advertising Agency handles 
this account. 


New ENGLAND HOME 


QUIPMENT [JEALER 


PLUMBING & HEATING 
AIR CONDITIONING & VENTILATING 
LP-SOTTLED GAS & APPLIANCES 
92. Moss. © Est. 1947 


new display caimensions 
get seljing action... 
at covlnter-card cost! 


Fee - h 


—sets up 


“Lal Ce 
... bring to life the saleable features of 
every product you promote. No cardboard 


mounting is needed—greater economy! No limitation 
on design—infinite new shapes! No moving parts 


in seconds anywhere! 


Display specialists at Chicago Show 
are ready now, to create a 


\ sales-stimulating Squee-zel for you! 


Oo: Tat ee eee ee 
4 - 


EXCLUSIVE WITH 


CHICAGO SHOW PRINTING COMPANY + 2640 N. Kildare Ave. + Chicege 39 
U, 8. Patent Nos, 2555986 and 2654970, other patents granted and pending. Trademark Squee-sel Registered 
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oday.. .togetherness 
imsprres the decision 


Today—togetherness is the accepted way of family living. 
And because women and their families live and play and plan together... 
Togetherness is inspiring women in more and more buying decisions. 
From carpets and floor coverings to automobiles to appliances. 
From food to drug products to fashions! 


You can influence more of these buying decisions your way... 
in more than 4,500,000 homes. ..through advertising in the only magazine 
edited to the ideal of Togetherness and 
~ addressed to the Woman in terms of her family. 
Ask your McCa v's representative for the full story. 


OW TO TELL MEN APART by Russe® Lynes 
What you Can predict about your chuid 


and His Problem Sons A COMPLETE NOVEL and 4 short stones 
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‘ The Magazine of Togetherness in more than 4,500,000 HOMES each month i 
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